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RING UP EXTRA PROFIT— MORE VOLUME — ADDITIONAL SALES. . . 
WITH LINDY. A PERFECT BALL POINT PEN FOR EVERY PURPOSE. 


Look for the name LINDY on pen and clip. Don’t accept substitutes. 


thee Oripnd Lindy. § — #e Orpinat Lindy 
LI FINE POINT FINE POINT 
‘Steno Pen ~~AHuditors Pen 
r.4c7 494 #F-460 49% 


MEDIUM The Secretary's insurance for Bookkeepers, Auditors, Account- 
POINT perfect notes. Fine line of writ- ing Students and everyone who 


ing is easy to read. Choice of needs a fine line of writing 
+460 Students everywhere approve this pop- wf a of ink with dainty white applaud this precision instru- 
ular medium point ball pen. Perfectly 394 “1 arrel, ment. Smooth writing, never 

, balanced, eliminates writing fatigue. skips, or fails. 





FREE OFFER EXPIRES DECEMBER 31st 1958 


FRE EXTRA BONUS zz 
nou Lindy ~ atheweilht vo 
RETRACTABLE TOP BUTTON ACTION BALL POINT PENS 


Light as a feather — weighs just ‘ard ounce yet carries full size standard ink cartridge os Clecat small 


. ae =  point-of-purchase 
12 assorted barrel colors including dainty pastels and bright masculine tones. Gisplay tag. 
Jeweler’s finish chrome cap and point guard. 


DEAL Gite snes 1958 LP CO. INC DEAL 
= = = F- 8 doz. each = 460, =F-460, =F-467 
Te) 3 2 FREE Ee poo teed FREE GOODS: 2 doz. =620—1 doz. in display, 1 doz. in box 8064 


EXTRA BONUS: 2 doz. =L-465 


4 DOZEN EACH ASSORTED COLORS 
in 3 plastic drums 





RETAIL 


each... 


F.T.1. — Fair Traded 


Packed in beautiful 
silver foil display with 
gleaming styrofoam 
insert. 12 decorated 
foil individual gift 
boxes included as well 



















TWO EACH OF THREE (3) DRUMS — UTILITY, AUDITOR, 
and STENO — or a total of six drums of four dozen each. 


























|_OR CARDS | [OR CARDS | 
2 Cards (2 doz. ea.) #460 LINDY Utility Pens — 39c retail 4 Cards (2 doz. ea.) #460 LINDY Utility Pens — 39c retail 
2 Cards (2 doz. ea.) #F-460 LINDY Auditor's Pens — 49c retail 4 Cards (2 doz. ea.) #F-460 LINDY Auditor's Pens — 49c retail 
2 Cards (2 doz. ea.) #F-467 LINDY Steno-Pens — 49c retail 4 Cards (2 doz. ea.) #F-467 LINDY Steno-Pens — 49c retail 
[ FREE GOODS | % |_ FREE GOODS | 
ONE DOZEN #620 LINDY FEATHERWEIGHT Retractable Pens in Display Be, 2 DOZEN #620 LINDY FEATHERWEIONTS 





EXTRA BONUS: 2 doz. =1-465 


NDRY & DRY CLEANING MARKIP 


DEALER SELLS DEALER SELLS 

4 dozen #460’s @ 39¢ each................... $18.72 8 dozen #460’s @ 39c each... -...........4. $37.44 

4 dozen #F-460's @ 49¢ each.................. 23.52 8 dozen #F-460's @ 49c each................ 47.04 

4 dozen #F-467's @ 49¢ each.................. 23.52 8 dozen +F-467's @ 49c each................ 47.04 

PLUS FREE GOODS PLUS FREE GOODS 

OF 12 $1.00 FEATHERWEIGHT PENS.......... . 12.00 24 $1.00 LINDY Featherweights .............. 24.00 
TOTAL $77.76 24 59¢ L-465 Laundry Marking............... 14.16 


TOTAL $169.68 
DEALER’S COST: 


DEALER’S COST: 
4 dozen #460’s @ $2.88 per dozen............. $11.52 


+ s Gb nig this bs Sow on a kine .04 
4 dozen #F-460’s @ $3.60 per dozen............ 14.40 8 dozen #460 2 @ 2.88 $23.0 
4d #F.467's @ $3.60 d 14.40 ee ed ) re 28.80 
stl ii cascada = 8 dozen #F-467's @ 3.60...............---- 28.80 
— ps TOTAL $80.64 


PyF-tT. 0) a =°37.44 BTV Re aye *89.04 
BRILLIANT COLORS lor of Pen denotes Color of nk | the Oniginih LINA}|Y s.o0.2esiiorie 6 


: ; é Point Pens are a patio balanced to prevent writing fatigue 
ec iemmiete NATIONALLY ADVERTISED - UNCONDITIONALLY GUARANTEED 
GIANT SUPPLY OF LINDY'S EXCLUSIVE FORMULA INK | Miia by UNDY PICO. tac. Colver Chy, CoM, USA 


- - = for more details circle 127 on last page 
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Bulman Personal Planning 





gives you these four important advantages 


* Greater profits from every square foot of floor space 
* Maximum versatility for changing display needs 

* Substantial savings of installation time 

* Finest quality at low cost 





——— 


BINDERS 








Bulman modular steel wall shelving units are smart and streamlined, offer the same Harper Brothers, Inc., Greenville, South Carolina. Bul- 
flexibility as island units. Backs smooth or pegboard. Glass case inserts and shelves man fixtures and planning played an important part in 
can be inserted and removed at will. Shelves are adjustable, can be changed in minutes _ helping the store win the National Stationery and Office 
without bolts or brackets. Exclusive canopy fronts are interchangeable, help customers Equipment award for the best modernization program 
find departments and merchandise. of the year. , 


4 You'll enjoy the “difference” in Bulman planning every step 
of the way. Your Bulman man will custom-plan each square 
foot of floor space and display area to produce maximum sales 
and profits. He’ll show you how to get the most in a beautiful THE RESEARCH AND EXPERIENCE 
interior for the least investment, and he’ll plan your installation OF OVER 34,000 
so that there is little or no lost selling time. You’ll have the 
most attractive, most versatile and most efficient store in your 
neighborhood. Bulman’s Personal Planning Service is backed 
by the greatest resources and widest experience in the self- 
selling store equipment field. So, for assurance of the best in 
every respect — call or write Bulman. Today! 


“LEADERSHIP BUILT ON 


STORE INSTALLATIONS” 





Here's Valuable Help! This fully-illustrated 
manual on equipment, merchandising and store engineering 
for stationery stores is yours on request, Write to: 





GRAND RAPIDS 








THE BULMAN CORPORATION 


Grand Rapids 2, Michigan 
. + - - for more details circle 109 on last page 





NOW’S THE TIME OF YEAR TO PUSH 
EXPENSE REPORTS 


TAKE PART NOW IN THIS 


BIG PROMOTION 
oF | GrayLine 





Expense Reports for your Customers’ 
1959 Income Tax Records 


. so that they will have forms on hand to begin 
keeping their business expense records the first week 
in January 1959. 

2-part “Snap-A-Way” form provides quick, accu- 
rate record in duplicate . . . with one writing. It’s the 
easiest-to-keep expense form on the market and costs 
the user less than 4¢ per week. 

Use the free sales helps—newspaper mats, ad re- 
prints, streamers—to help you sell GrayLine Expense 
Reports now, when your customers need them. 


Order your stock of GrayLine Ex- 
pense Reports now. For quick de- 
livery tear out this ad, write your 
requirements, name and address 
in the margin and mail to Wilson 
Jones Company, 209 So. Jeffer- 
son St., Chicago 6, Illinois. 


Year's supply — 50 weekly sets — packed in plastic 
envelope. 10 envelopes of 50—500 sets in the box 


2-part 
“Snap-A-Way”’ 
Expense Report 
Stock No. 44-950 
One copy for 
Employee — 

one copy for 


Employer 














NATIONAL 
ADVERTISING 
»_- 


BETTER BUSINESS FORMS 
EASIER TO USE 
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Your first step in communicating 
with the public is to attract attention. 
© One dealer whom you will recognize BEN MARSH, ART SIPOLA, Associate Editors 

as a master at this is Bill Hagedorn Pac gm ae 

‘of Westwood Office Supply in Los eee 

Angeles. The examples from his store DAVIDSON PUBLISHING COMPANY 

and others cited ms Sign Language New York 1: Rar eit oma rend <iq yl Hill 3-4723 
“story on page 18 may stimulate your Chicago 1: Robert Glaser, 221 North LaSalle St., CEntral 6-1600 

; imagination and help you do a better Los Angeles 34: Dick Meyer, 3137 Kelton Ave., BRadshaw 2-1456 
job of attracting attention to your San Francisco 5: J. A. Converse, 274 Monadnock Bdg., YUkon 2-3029 
| store and the products you sell. 

In addition to those mentioned in 


' the article, Mr. Hagedorn is constant- 
F4y employing new devices to catch DECEMBER, 1958 CONTENTS VOL. 38, NO. 12 
"the consumer's eye. On outside orders 
delivered by truck he recently quit us- Dear Reader 5 
"ing common brown wrapping paper A Letter From Washington 
) and started wrapping orders in 40 Capsule Comments ...... 11 











ech NA agente at 








5 li ig 0 hal a 
f = 










Ib. black paper, sealed with black New Products 12 
gummed tape and addressed with a Sn Whe Ciiniens 17 
flashy white label. The store also 7’ B, Herold O. Shivel) 






has borrowed a trick from the Blue 

























‘ ; Sign Language Spoken Here 18 
a ee Half A Line Is Worse Than None ..... 20 
iti: pecieaeeah: a onhry of How Professional Is Your Sales Force? . 22 
course, carries a message and the Creative Merchandising ... acai i 
Westwood telephone number. my: tie. Gonton Cress . 
This month we also look beyond How To Improve Off-Season Sales 25 
] the holiday season and the commercial From Secretary To Saleslady ............. es 
stationer’s busy end-of-the-year period How To Stop Cash Register Leaks . a6 
to discuss, on page 25, ways to improve Move It With Your Head 28 
off-season sales. This ties in with a 5,070 At Second Eastern Show 29 
piece on creative merchandising by Dr. News — People and Events ............. 30 
Cross, Views of the News 36 
) During this Thanksgiving season, aes ee eae 47 
we are grateful for the warm welcome By Donald Frey 
1S you extended us this past year in your en ao Coleelor oa. Se 48 
stores, at industry meetings and in Cieiiiel Adectincnnts. flee Saree 48 
many kind letters. From Santa Claus nie tae ae 49 
S we ask only a chance to meet . 
many more of you in the coming 
year. With the help of an attractive 
cover by staff artist Earl Hintz, we 
wish you a happy (and busy) holiday ' BP. 
season, oe! aie 












ig 
¢ 
i MODERN STATIONER is published monthly by Davidson Publishing C blicati 
om often, Waseca, Minnesota; Editorial and Executive offices, 405 East = = Street, 
Duluth 2, Mi offices, 250 Fifth Avenue, New York 1, New York; 
iS Marchal Reinig, president; Robert Edgell, executive vice president; Harold 0. 


Shively, vice president; Anita Reinig, secretary; Gene Kuvefner, treasurer. Single copies 
30c. Subscription rates, $3.00 per year; C and foreign, $5.00 per year. 
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STUDIO EASELS 


NO. 250 IMPERIAL EASEL 


A professional studio easel with added support 
on both sides of center post. Large canvas 
holder and utility tray with palette holder fully 
adjustable by means of metal ratchet... 
designed to provide better support for large 
canvases. Adjustable metal stabilizer 
and other hardware plated to resist corrosion. 
List price $15.00 
FOB: Glendale, L. |. 


NO. 83 MASTER EASEL 


Anco’s traditionally popular studio easel now 
even better than ever! New unique 
construction provides easier adjustment of 
tray and canvas holder with built in palette 
holder. Large easy tightening thumbscrew- 
and-steel plate assembly prevent tray 
slipping even with 100 Ib. weight. 


List price $12.00 FOB: Glendale, L. |. 


Please write for literature mentioning this publication. 


ere nee en 


By 
& * 


ANCO WOOD SPECIALTIES, 
GLEN DALE 27am Y. 


NO. 350 
PRESENTATION 
EASEL 


T. M. registered 


At last, a well constructed, 
reasonably priced lecturer's 
easel...which won't tip 

over! For sales presentations, 
lectures, demonstrations, 
displays. 


$25.00 ListPrice 


FOB: Glendale, L. |. 


EASELS MADE OF WOOD STAND UP BETTER! 


® 28” x 36” chalkboard with padholder @ 2 28” trays (2nd 

tray for storage) @ Easy height adjustment: 44” to 80” = 

Portable @ Compact ™ Solid construction @ Attractive finish 
Please write for literature mentioning this publication. 


ANCO WOOD SPECIALTIES, INC. 


GLEN OALCLE: 27-7. 


* » = for more details circle 103 on last page | 
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DUPLISTICKER,., labels for typewriter 


and mimeograph. Choice of 24 or 33 
addressing labels to each sheet, finest 
gummed stock. 24-on sheets, 500 to a 
box; 33-on sheets, 25, 100 and S500 


sheet lots 


DUPLISNAP.. carbon-interleaved label 


Made in sets of 2, 3, 4, 5 and 6 sheets 
33 labels to each sheet, interleaved with 
smudge-resistant carbon. For use with 
typewriter. 


DUPLIQUIKC .. iaveis, special stock tor 


yse with “Spirit” or “Liquid” process 
duplicating machines. Can also be used 
with typewriter. 33 labels on a sheet, 
packaged 100 and 500 sheets; 42 labels 
on a sheet, packaged S00 sheets 

® Reg. TM—U.S. & Canada 


EUREKA SPECIALTY 
PRINTING COMPANY 
Department 55, 
Scranton 9, Pa, 


- - = for more details circle 120 on last page 








rom Washington... 


MODERN STATIONER AND 
OFFICE EQUIPMENT DEALER 


Washington, D. C. 
November 15, 1958 


Talk of price, wage and credit controls -- while it is still only 
talk -- is becoming ominous. Many government officials and members of 
Congress can see no way to halt inflation short of some sort of controls 
mechanism. 





One of the most conservative members of Congress, Sen. Wallace F. 
‘Bennett (R-Utah), suggests that "self-triggering" price and wage controls 
may be necessary to stem inflation and give the consumer "a real share in 
the gains of productivity." 


Sen. Bennett describes his plan like this: "So long as prices stay 
stable or drop every year, you will be perfectly free to divide the pro- 
ducer's share of increased production and productivity as you please 
according to present and existing law. But whenever a rise in the average 
price level for a year reveals that you have robbed the consumer of all of 
his share, then your right to increase will be suspended for one or more 
years until prices come back into line." 


Another generally staunch conservative, Sen. Homer Capehart (R-Ind.), 
has long advocated stand-by price and wage controls which would go into 
effect at the discretion of the President. Even the President has hinted 
that as a last resort controls might have to be considered. 


The Congressional Joint Economic Committee has sent out question- 
naires to the heads of economic departments of many universities seeking 
their views on controls. 


The Federal Reserve Board continues to exert its indirect controls on 
credit. It recently boosted margin requirements on the stock market to 90 
percent, higtest since World War II, and also put into effect another in- 
crease in the discount rate. 





The Board may be considering a shift in its 1956 opposition to consumer 
credit controls. At a recent meeting of bankers, C. Canby Balderston, FRB 
vice chairman, made this comment: "It is possible, however, that develop- 
ments in the future may call for a reconsideration of that view. They 
might create a widespread public demand for consumer credit control as an 
alternative to enhanced cyclical fluctuations or to an increased degree of 
general credit restraint." 


It must be emphasized that there is no existing statute permitting 
controls on prices, wages or consumer credit. Such authority wes removed 








from the Defense Production Act at the close of the Korean conflict. New 
laws would have to be voted by Congress. 


The Federal Trade Commission has issued its "Guides Against Decep- 
tive Pricing.” Published in the form of instructions to the FIC staff, 
the guides warn that an advertisement may be deceptive even if every sen- 
tence in it is literally true. The staff is told to look out for mis- 
leading “impressions.” 





A long list of various types of prohibited fictitious pricing is in- 
cluded. An FTC announcement of publication of the guides stated that a 
campaign will be launched to "acquaint the public with price tricks." The 
campaign, for the present at least, will consist mainly of persuading Better 
Business Bureaus to circulate the guides. 


Retailers who contemplate buying a so-called income protection policy 
should make sure that the policy clearly states that the benefits payable 
shall be the normal monthly operating business overhead expenses. 





A recent ruling by the Internal Revenue Service holds that premiums 
on the ordinary policy which pays the holder a specified income in the 
event of sickness or disability are not deductible as a business expense. 


Treasury Department officials have been busy denying that the Admin- 
istration has any idea of proposing a general manufacturers' excise tax as 
recommended by Sinclair Weeks, retiring Commerce Secretary, and Vice Presi- 
dent Richard Nixon. 





Without the full support of the Treasury, the House Ways and Means 
Committee would be unlikely even to consider such a tax. Secretary Weeks 
said he would urge the Administration to recommend the tax because the re- 
cession made it clear the Government is overly dependent on the income tax 
as its major revenue source. 


The Vice President suggests that all of the present excises, except 
those on liquor and cigarets be replaced by a general excise of 13 percent 
on all manufectured products. 


Small Business Administration officials believe that the new Small 
Business Investment Act will result in the creation of many new management 
consultant services. The statute was designed to set up companies to pro- 
vide more capital for small businesses. It includes a provision allowing 
small business investment companies to “provide consulting and advisory 
services on a fee basis." 





SBA officials say that while consultant services will be available, 
the investment companies will not be permitted to require a borrower to 
take unwanted services along with a line of credit. 


The Federal Trade Commission has approved a consent order barring the 
Gummed Industries Assn. and several member manufacturers of gummed papers 
from conspiring to fix prices. . . . Gross national product in the third 
quarter increased to a healthy annual rate of $440 billion, a 72 percent 
recovery of the recession loss. . . . Starting in January, the Census Bureau 
will begin 16 months of census-taking on retail and wholesale trade, manu- 
factures, agriculture, minerals and housing. The Bureau is working to in- 


prove its estimates of wholesaler and retailer inventory changes and to add 
data on receivables. 

























EXECUTIVE TECHNIPLAN 


Reflecting only the finest taste . . . limited only by the imagination . . . 














Executive Techniplan is the most sought-after furniture for offices today. 
Featuring unlimited arrangements of standard components, each Executive 
Techniplan office is as personal as it is functional. For Executive Techniplan, 


the original metal modular office equipment is designed to satisfy your most 


2 2 
4 7 4 ¥ 
WE US discriminating customers who demand the finest available. 
i, Ti. These customers are part of a tremendous ready-made market, available 


to you as a Globe-Wernicke franchised dealer. Hundreds of businesses and 


‘ . industries agree there is nothing finer than G/W metal office equipment. And 
7 A; 
b fpliMtliiee 


each year, as their needs increase, they purchase more and more Globe- 
wg 


Wernicke metal modular office furniture and equipment. 





Why not start today toward building that important customer satisfaction 





. ae on which a very profitable future rests? Now is the time to investigate all 


f. | the outstanding advantages of a Globe-Wernicke Franchised Dealership. Write 


J | Sase for full information that may lead to an entirely revitalized business for you. 




















remember... GLtos Sweet aw EC CK CE 


success depends on the 











strength of your line The Globe-Wernicke Co. « Cincinnati 12, Ohio 















DAZOR 


Fluorescent Desk Lamp 

with Pivoting Reflector 
MODEL 2002 

for Two T8 15-Watt Tubes 


MODEL 2001 
for One T8 15-Watt Tube 


Twin Arms Give the Reflector of this DAZOR 
A Forward Thrust Well Over the Working Area 





The popular low price doesn’t begin to tell the story of what this 
new Dazor can do for your lamp sales. Anyone seeing it immediately 
spots the original style appeal. Anyone frying it discovers how 
pleasant fluorescent lighting is, placed where it’s beneficial—over 
the working surface. Twin arms thrust the reflector distinctively 
forward, still leaving the base out of the user’s way. Further control 
of light direction is effected by pivoting the reflector forward or 
backward. The flat steel base takes up very little desk space; papers 
may be spread on it right up to the housing at the back. 





Suitable for Many Markets 


: A X . Viewed from any direction—back, front, 
With price and design features supported bya choice of five decorator side or englowien—the clagie, dill 
colors, your profit opportunities are far from limited to the single styling of the Dazor pictured is pleasing to 


sale. In addition to the private office, your market for this lamp the discerning eye. 
includes reception rooms, institutions, libraries, motels and hotels, 

student rooms, home offices, gift buyers in many categories. Contact 

your Authorized Dazor Distributor for additional lamp details, 

available literature and prices. If you need his name, write to Dazor 

Manufacturing Corp., 4481-99 Duncan Ave., St. Louis 10, Mo. 

In Canada address Amalgamated Electric Corporation Ltd., Toronto 

6, Ontario. 


ONLY QUALITY FIXTURES COME FROM 
THE MAKERS OF 


DB 0 ATI N & LAM The standard finish is frost-green baked en- 
AZOR FL Ps amel over bonderizing, combined with 
colonial white. Optional colors at no extra 


cost: frost-tan, statuary-bronze, gray of 
ebony, combined with colonial white. 


Fivox€3s CENT and INCANDESCENT 


- = = for more details circle 116 on last page 
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CAPSULE COMMENTS 





4 


“The manufacturer has the privilege of starting a policy. If his policy is to dis- 
tribute through dealers, and he is requesting those dealers to represent him in 
an area, and he then turns around and sells to the consumer, he is virtually putting 
the man who built his business out of business. We can’t compete selling to the 
consumer when we are selling on an entirely different price basis than the 
manufacturer.’ — Bob Jerue, St. Paul, Minn., dealer, at NSOEA panel. 


* * * * * 


“The pen’s promotion will be aimed at the ‘mass writer market consisting of the 
literate half of the world’s population’.”. — Eversharp statement, on introducing 


new pen. 
* * * * * 


“I think the people who establish those policies (broken box and minimum order 
charges) for the manufacturer are some CPAs who never sold a nickel’s worth of 
merchandise in their lives. In the final analysis, do you make money at the end of 
the year? That's what it should be based on, not how much it’s going to cost you 
to process my small order. The dealer has the same problem.” - 


during NSOEA panel. 


* * * * * 


“Banks, like many other businesses, are concerned with the growing amount of 
their paperwork. Last year the First (National Bank of Boston) processed ap- 
proximately 47 million of its customers’ checks; by 1960 it is estimated that it may 
be 54 million. Each check is handled on an average of slightly more than four 
times. This totaled approximately 197 million handlings last year and could 
grow to 226 million in 1960. Electronic data-processing will help the bank adjust 
to this present and expected volume, resulting in greater accuracy, speed and 
efficiency in many of our banking operations.’ — Lloyd D. Brace, bank president, 


commenting on Datamatic installation. 
* * * * * 


“Stock business forms open a great field because they become part of daily business 
necessity. Customers can put off buying furniture and office accessories, but business 
forms in many different styles are an intricate part of each day's transaction. 
Properly introduced to your customers, the business forms department becomes 
most important as a store traffic builder. The stabilizing factor is being recognized 
by progressive stationers all over the nation.” — News release from Rogersnap 


Business Forms. 
a * x * x 


“If I could pull together all the work that we've done on consumer behavior 
and try to get one generalization out of it, I would say evidence is beginning to 
accumulate more and more that people react to retail outlets almost the same way 
they react to other people, that retail outlets have personalities, just as you and I 
as individuals have personalities. And price alone, quality alone, without the 
proper personality for the people that you're trying to reach, is not going to do 
the most effective job of selling for you.” — Dr. Bertrand Klass, psychologist on 


NSOEA program. 


* * * * * 


“Main Street has a choice to make. It can sit back and fade into obscurity, along 
with other relics of American business like the roll-top desk. Or it can face up 
to reality, and fight back at modern, powerful retailing competition. But, to do 
this successfully, Midtown must have a complete revitalization, a new, modern 
face to bring in the customers. Midtown needs new packaging — exciting, stand- 
out packaging. And the easiest, most economical way that stores can achieve 
individuality that will make people stop, look and buy is with color.’’ — David S. 


Miller, vice president, Kawneer Co. 


MODERN STATIONER, DECEMBER, 1958 





Dealer comment 








Display-Dispenser 1 

Plastic —_identifi- 
cation tags by Vic- 
tory Manufacturing 
Corp. are available 
on a colorful, new 
display - dispenser 
that holds 24 tags 
in two colors, beige 
and clear. Called 
Monitag, the 29- 
cent item is a one- 
piece plastic tag 





which carries a card insert with a printed 
identification form. The card is die-cut 
so that the chain can hold it permanently 
in place. Victory also has announced new 
plastic wall brackets. 


Plastic Slide Rule 2 

A new, all plastic No. 120 Trainer Slide 
Rule for students, technicians and general 
consumers is available from Pickett & 
Eckel, Inc. It solves standard problems of 
multiplication, division, reciprocals, 
squares, roots, cubes, trig functions, as well 
as logs and exponents. Nine basic micro- 
engraved scales are functionally groups for 
rapid learning and operation. New durable 
plastic in the 10-inch rule is said to assure 
smooth operation under extreme high and 
low temperatures with easy slider action 
in machined grooves. Retail price is $1.95, 
with vinyl case and instruction manual. 


Desk-Drawing Board 3 

A new desk and drawing board com- 
bination from Columbia-Hallowell  divi- 
sion of Standard Pressed Steel Co. has 
been designed for more productive use of 
designers’ and engineers’ time. The all 
steel, L-shaped unit with a total of more 
than 27 square feet of surface provides 





separate, yet readily accessible work areas 
in a minimum of space. The drawing 
board drops to a horizontal position for 
conference use. The units come in left- 
hand or righthand models, in two-tone 
combinations of 14 basic colors. The draw- 
ing surface is linoleum-covered and the 
desk is surfaced in linoleum, maple or 
white pine. The big top drawer measures 
37 by 251%4 by 234 inches. 


12 


Chairs 4 

For the first time 
in its history, Im- 
perial Desk Co. is 
offering several 
complete groupings 
of contemporary de- 
sign chairs in addi- 
tion to its line of 
desks. The new 
chairs include four 
groupings, plus an executive posture chair 
called the “President.” The chair groups 
are called “Climax,” “Venture,” “Director” 
and “Executor.” 


Bulletin Boards 5 


In order to meet the demand for a 
complete line of inexpensive bulletin 
boards and chalkboards, E. W. A. Rowles 
Co. has established a new Ewarco line of 
wall hanging portable chalkboards and 


Contemporary 






i 


bulletin boards, erasers and chalk. There 
are 13 models in sizes to 36” by 48”, 
with frames of oak or anodized aluminum. 
There also are four eraser models and 
two types of chalk. 


Erasers 6 

A pair of erasers for use on carbon 
ribbon typing is offered by Weldon Roberts 
Rubber Co. on self-selling cards which 
carry a description of the recommended 
two-step erasing method. The carded 
erasers are offered as a natural tie-in item 
for all sales of carbon ribbon. The cards 
are packed 24 per box. Each of the 
erasers, the Green Glow for removing 
surface carbon and three different Gray- 











point models for erasing the final image, 
is available separately in regular dozen and 
half gross packing. 


Greeting Card Fixtures 7 
= A fully coord. 
inated line of greet. 
ing card fixtures 
and accessory pieces 
called Hallmark 
Crown Fixtures has 
been announced by 
Hallmark Cards, 
Inc. One of the new 
features is a re 
is designed fluorescent 

canopy which illuminates the display with 
an evenness and brilliance previously un- 
achieved, according to Hallmark. Drawer 
pulls are recessed and finished in satin 
brass. The primary finish of the fixtures is 
a deep, rich shade of gray which presents 
a minimum of distraction and reduces the 
dust problem. Corner and end-of-aisle 
sections are available as well as conven- 
tional units for cards, note papers, gift 
wraps, ribbon and accessories. All units in- 
corporate the “‘eye-vision” principle which 
Hallmark developed in 1936 to show each 
card at right angles to the line of vision. 


Ballpoint With Eraser 8 
Eberhard _— Faber 

Pencil Co. has in- 

troduced its first 

ball pen for ‘pocket 





use, the Cliprite, 

which also carries Fa 
its own eraser. The ? 
Cliprite, _ retailing , 


for 39 cents, is an 

extension of the 

Eberhard Faber 

family of Noblot 

ball pens, the others of which are desk 
pens. Equipped with a sliding metal pocket 
clip and a plastic point protector, the 
Cliprite comes in four writing colors. The 
barrel is in traditional ‘‘Noblot yellow” 
and the plastic point indicates the color 
of the ink. 


Scented Valentine 9 

A tiny vial of 
Chanel No. 5 per- 
fume is framed on 
the surface of @ 
1959 Valentine 
made by Rust Craft 
Greeting Cards. 
The _ silver-sprinkl- 
ed, posy bedecked 
and _lace-trimmed 
is packaged in a soft pink box with 
clear cellophane top to protect the perfume 
and the lace. The card will retail for $7.50. 

In another bow to sentiment, Rust Craft 
has had all of its 1959 St. Patrick’s Day 
cards printed in Ireland. 
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Record Storage Unit 10 

- Supreme Steel Equipment Corp. 
has introduced the Rack 'n File unit 
for storage of inactive records. Nine 
storage boxes of high-test corrugated 
fibreboard are included with each 
rack. Each box accommodates both 
letter and legal size papers. The 
boxes have an exclusive cover. The 
steel rack, in olive green enamel, 
is said to assemble easily in a few 
minutes. 














New Diazo Paper 11 

Faster output from diazo machines with no sacrifice of 
print density has been made possible by a new sensitized paper 
developed by Keuffel & Esser chemists. The new paper, Helios 
Blue 11, was developed to fill the need for faster paper in 
certain specific problem areas, such as when reproducing from 
old, worn originals, when reproducing from sepia intermediates, 
or when using equipment with low light intensity requiring 
relatively slow speeds. The company reports users in a three- 
month test reported an average time-saving of 30 percent with the 
new product. 


Calculator 12 

Plus Computing Machines Div. of 
Control Systems, Inc., has introduced a 
new Plus adding Calculator with 
“Magic Multiplication’”’ which is des- 
cribed as “the first major development 
in key-drive calculators in more than a 
generation.” Called “Plus-O-Matic,” the 
new machine has the regular Plus fea- 
tures of upper “memory” register, direct 
automatic subtraction and automatic rounding off to the full cent. 
In addition, the “Magic Multiplier’ feature is said to afford 
faster multiplication by eliminating thousands of key depressions 
per working day. All multipliers are visibly displayed and the 
operation is completely automatic. ‘“Plus-O-Matic’’ calculators are 
available in Simplex and Duplex models and in 9/10 and 12/13 
capacities. 





Felt Tip Pen Kit 

The Flo-master Felt Tip Pen by 
Cushman & Denison is now available 
in a desk-type kit that makes an eye- 
arresting window and counter display. 
The kit includes one Flo-master Pen, 
either the Standard or Advanced 
model; a two-ounce can of all purpose 
ink in a choice of eight colors; a two- 
ounce can of cleanser; and five inter- 
changeable felt tips of assorted shapes 
which make the pen five marking in- 
struments in one. Ink flow is con- 
trolled by a unique automatic valve section. 





Humorous Gift Wrapping 14 

A new line of humorous gift 
wrapping papers has been created 
by Tie-Tie Gift Wrappings in 
keeping with the trend of studio 
card popularity. These papers are 
intended for “The Man Who Is 
Level-Headed,” “The Man You 
Can Count On,” “The Child 
Who Is as Good As Gold,” “The 
Woman Who Is As Neat As a 





Pin,” and others — all literally illustrated. The new designs are 
sold in 25-cent jackets containing one sheet each. The firm plans 
more papers to supplement these — one to be released soon is 


“A Trophy For Mr. Fixit.” 
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Revolving counter 

display rack =~ 
complete with 
display card for fast 
moving DECO-WRITE, 
is available with 


Your Order 


of 6 Dozen 
DECO-WRITE tubes. 
As this rack revolves—UP go 
your sales! It sells CRAF- 
TINT DECO-WRITE CRAF-TUBES for you 
. right off the rack! DECO-WRITE CRAF- 
TUBES. ... the nation’s new sensational hobby 
... are textile paints in ball point tubes! DECO- 
WRITE “DECO-RATES” EVERYTHING! 
Fabrics! Plastics! Paper! Wood! Metal! Hundreds 
of uses! Beautifully packaged! Available in 22 
dazzling colors, plus gold and silver! Trouble free 
ball-points guarantee smooth, even flow of paint! 
Priced at only 59¢ per tube; Gold, 75¢. Each tube 
is mounted on a three-color, self-displaying 9” x 
1014” card. The package is pilfer-proof since the 
tube is protected by a plastic bubble. 


Assorted Colors...59¢ each (retail) Gold...75# each. 


Standard Packaging . . . 24 tubes (assorted), 5 ths. 


"See us in Room 904 during the Stationery Show, 
May 18-23, Hotel New Yorker, N. Y. C.” 


For complete details write, wire or phone 









THE CRAFTINT MFG. CO. 
NEW YORK * CLEVELAND + CHICAGO © 


1615 Collamer Ave., Cleveland 10, 0. 








Your Guide to | NEW PRODUCTS ........... 

















. ., | Home I 
FACT CONTROL | .......... i 
° | _ 
for All File S stems Visit the An attractive, heavy-duty display f 
y rRAYOLA me = tack which holds more than 100 boxes t 
CORNER © of the Crayola crayon line is available 
enone . from Binney & Smith, Inc. The rack 
provides an entire Crayola department 






in less than 15 inches of counter space. 
It houses 103 boxes of crayons rang. - 
ing in price from 15 cents to $I, 
with a total retail value of $37.59, 
The rack is free with the assortment. 
Weight of the shipping unit is 33% 9 Self-Sti 
pounds. 


T. PENDING 


METAL PROJECTING SIGNALS 
lock on slotted card 














Dennis 
fers new 
Automated Postal Scale 16 fnew Pre 
A combination automatic par- an pe 
cel post scale incorporating a bider © 
National Cash Register postage No licki 
meter has been announced by _ aa 
Detecto Scales, Inc. The new ate 
electro-mechanical unit, called ad x ‘ 
Post-O-Printer, weighs the par- glee 
cel, computes the mailing cost - 
and issues the proper postage at 
the press of a button. It is Repack 





capable of handling up to 500 parcel post packages an hour and 
reduces shipping to a simple one-machine, one-man operation. 


17 

The Monarch line of pins, clips, 
fasteners and staples by Vail Manufac- 
turing Co. is available in new polka 





METAL SIGNALS 






























i rds dot packaging. Each package is color- cog 
for all visible reco keyed according to the product it con- aes 
tains and bears an illustration of the 
= product on the cover and on the end of Four-¢ 
= the box. The new packaging is being Koh-I 
merchandised in conjunction with a color ba 
= newly designed self-service ‘fastening me a5 & 
center.” The display, with stock, is part Koh-I-N 
C of a special package deal priced at $60 96.75 3 
ellugraf be, Th 
g a with en; 
TRANSPARENT sic Illuminated Island Display 18 buttons 
for Visib] weed A new illuminated island dis- red, blu 
e Systems play by The Bulman Corp. fea- makes | 
tures translucent panels which position 
are back-lighted by fluorescent other di 
lamps. It has three glass shelves, Position 
adjustable brackets and a choice 
o of seven colors. Units are 48 Micro 
Crimpgraf inches high and are available in 
three-foot lengths or any multiple 
TRANSPARENT of three. The colored, translucent 
CRIMPED SIGNALS panels can be mixed or matched. Back-lighted displays for high ‘iia 
an profit items are also available in half-island and wall units, On 
for protected visible special order, the bottom shelf can be illuminated. 








Student Index 19 

















; A reinforced Student Index priced 
also | to retail for 25 cents per set of 
five dividers has been announced 
MAPTACKS and MAP FLAGS by the G. J. Aigner Co. The binding Tax | 
edge is reinforced with Mylar A 
GEORGE B. GRAFF COMPANY plastic. Tabs have a tubular edge is pub 
to resist splitting and come in assort- social 
54 Washburn Ave., Cambridge 40, Mass. ed colors or clear. The dividers are holdin, 
packaged in a striking blue and or- $2, is 
ange printed polyethylene envelope. ina b 
- - = for more details circle 122 on last page| 14 MODERN STATIONER, DECEMBER, 1958 MODE 
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Home Pencil Sharpener 20 
The “Pixie” is a new, full-sized 
pencil sharpener, especially packaged 
and priced by Apsco Products, Inc., to 
crack the home market. Sales and dis- 
play features to encourage self-selling 
include a colorful carton which can 
be stacked flat, hung from a_ peg 
board rack or used in jumble displays. 
A standard pack assortment is eight 
green, three red and one multicolor 
receptacle per dozen. Display shipping 
container contains eight dozen units. 
Suggested retail price is $1.19. 


Self-Sticking File Labels 21 

Dennison Manufacturing Co. of- 
fers new filing efficiency with its 
new Pres-a-ply file folder labels. 
The new labels have pressure-sensi- 
tive gumming and are applied to 
folder with a flick of the finger. 
No licking is necessary. Nine dif- 
ferent color bands for office coding are available on the top of 
the labels — cherry, blue, salmon, green, orange, buff, manila, 
canary and white. The labels are packaged 248 to the box and 
have a suggested retail price of $1.10. 





Repackaged Paper Line 22 

: The Berkshire line of Eaton 
Paper Corp. is available in new 
sales-engineered packaging. End 
labels are color coded, a new flip- 
top ream box has a deep thumb- 
cut front to make paper removal 
easier, and poster-like display on 
the covers is designed to trigger 
buying action. The new colors are teal blue and russet. 


Four-color Ball Pen 23 
Koh-I-Noor has designed a four- ba 
color ballpoint pen for merchandis- 
ing as a luxury gift item. Called the 
Koh-I-Noor Versicolor, it retails for 
$6.75 in an attractive individual 
box. The barrel has a chrome finish 
with engraved panels. Colored push 

buttons denote the four colors 
red, blue, green and black. A precision-made retraction mechanism 
makes it easy to change colors. When one color is in “use” 
position, all that need be done to replace it is to push out the 
other desired color. This automatically retracts the one in “use” 
position. 





Microfilm Holders 24 


Two new tools for microfilm 
users have been announced by Rem- 
ington Rand Div. of Sperry Rand 
Corp. One is the Snap-Jack, shown 
here, a transparent acetate holder 
for mounting individual microfilm 
images in a filing card. The other 
is the Rem-a-Dex pocket, for storing 
microfilmed records in a file folde: 
with current active records 





Tax Chart 25 


A multi-colored Withholding Tax Deduction Chart, the Gem, 
is published by Payroll Tax Service, Inc. It features the new 
social security tax rate of 214 percent in addition to federal with- 
holding tax and various state deductions. The chart, retailing for 
$2, is printed in bold figures on a single heavy card, encased 
in a bound acetate jacket. 
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a AND 
INFORCED 


@ DURABLE 
@ ECONOMICAL 
-@ READY COLLATED 








Because they’re 





a 





%* QUALITY CONTROLLED 


to insure longer, 
more efficient use. 


* COST CONTROLLED 
to fit every budget. 


Your Choice of: 
MANILA: 8 pt.-9'2 pt.-11 pt.-13 pt. 
KRAFT: 8 pt.-11 pt.-18 pt. 

COLORS: 11 pt. 


FOR DEALERS: 
All this adds up to 


SATISFIED CUSTOMERS 
INCREASED SALES 
BETTER PROFITS 


FREE SAMPLES 


ef 





AND THE WARSHAW 
INFORM ROM Mu A CR Lb 


One of America’s largest manufacturers 
of file folders and allied products. 


1 MAIN STREET, BROOKLYN 1, N.Y. 


- - - for more details circle 139 on last page 





| NEW PRODUCTS ....... 
New Globes 





A completely redesigned line of 34 
space-age globes, including 22 new 
models, has been brought out by Rand 
McNally & Co. Ranging in size from 
6 to 16 inches and in price from $1.98 
to $250, the globes are said to carry : 
15 percent more place names than any 
other line, along with the locations of 
steamship lines, distances between 
principal cities, and jet air times and 
distances. The 12-inch satellite model 
shown here contains an orbit ring for 
tracing the path of earth satellites. It is priced at $14.95. Another 
new model, the celestial globe, has three simple adjustments to 
place the stars in position for any given time and place. 


Gift Pens 27 





An entire new line of gift writ- ad he- 
ing products has been announced Ci 
by the Parker Pen Co. One of the Jed’ 
new products is the ‘“Minim” barrelec 
(shown here), a pocket-sized ball The s 
pen with no clip and only one- recently 
quarter inch longer than the ink and suk 
cartridge it holds. Retail price starts other re 
at $5. Other new Parker additions ; 
are a line of feminine ballpoint many co 
pens, ceramic desk pen sets with puzzler. 





complementary ash trays and planters, and a solid gold pen and Put as 
pencil set packaged in a sterling silver cigaret case. The gold set 
sells for $250. 


market \ 















And, fo 
. , let 
E ff; | Electric Adders Be - 
Every “Office a Prospect for Famous Ot) te Be the weeks tae ing gi 
DELBRIDGE Social Securit y an Pe | priced 10-key —_ adding ma- to om 
: ° chine, new heavy-duty models with 1€ | 
Withholding Tax Charts! advanced design features have been sonal ¢ 
introduced by the General-Gilbert vifts wn 
| Corp. The new 400 series includes . sail 
% three models priced at $109, $149 9S" 
Effective January 1, 1959, every office, every and $179. The first of these adds play in 
payroll department must make increased social and multiplies up to 7 columns and wii 
security tax deductions from employees’ earnings! capacity and prints subtotal and Whi 
| total with S and T symbols for easy of the 
The revised DELBRIDGE Social Securit & checking. Features include concave key faces, thick foam rubber . 
y ; , ; I franl 
Withholding Tax Charts feature these changes | pad covering the bottom, a transparent tear-off bar, recessed 
plus withholding tax deductions. Four separate | paper roll and a 9-foot cord detachable at both ends. sands ¢ 
eas Suey in sco! 
editions cover all payroll periods—w | , oe 
: ee oe eekly, | Typewriter Table proble: 
bi-weekly, semi-monthly, monthly. Guaranteed A new typewriter table made of lemeae 
accurate! Retail price $3.50— | wood is offered in a package promo- sroble 
you make $1.75 or 100% profit! tion with the 1959 Underwood Golden- ; 
Touch portable. The console cabinet in spectiy 
Alert your salesmen to this rate change— walnut, mahogany or blonde oak is a Christ: 
start taking orders now for | desk, an end table and a typewriter It 1 
DELBRIDGE Charts. table all in one to meet the special that I 
Sesmndiate dell ' needs of homemakers and _ students. i. ia 
mm = euivery: Hidden away when not in use, the zs 
typewriter can be rolled forward and be 4 
. | -locked into typing position in one wish 
Write Today for Supply simple motion. The table with built-in like a 
of Catalog Pages... | typewriter and a typing instruction only 
Envelope Stuffers! book retails for $119.95. the “ 
| . . Th 
_ Wide Label Moisteners 30 See 
A new series of wide label moisteners, the 41/:" Label thin 
| Master and a 6” Label Master, have been introduced by Seal-O- (1) 
DELBRIDGE CALCULATING SAS EMS, INC Matic Dispenser Corp. The moisteners feature heavy rust fe- custo 
; “a r | sistant water boxes, stainless steel covers and pure bristle brushes. retur 
Business & Industr alas) “a | - : 
Spsinner | They retail for $7.50 and $12.50 respectively. 
2502 Sutton Ave ° St. Lovis 17, Missouri par ee ys ae Sepaenony to re 


| (Continued on page 38) 
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ep his business gift giving at 

Christmas is a real ‘double 
barreled’ problem!” 

The statement was made to me 
recently by a dealer in our industry, 
and subsequent conversations with 
other retailers have indicated that 
many consider the subject an annual 
puzzler. 

Put aside for now the business gift 
market which you as a merchant serve. 
And, for the purpose of this discus- 
sion, let's also forget the token “‘greet- 
ing gifts’ that many companies send 
to all of their customers. 

The puzzler I refer to is your per- 
sonal giving or getting of business 
gifts which involve special, individual 
recognition, What part should they 
play in your relations with customers 
and with suppliers? 

While I believe I am aware of most 
of the ramifications of the problem, 
I frankly think that the many thou- 
sands of words that have been written 
in scores of media on this “ticklish 
problem” have aroused unnecessary 
concern and ballooned the so-called 
problem way out of reasonable per- 
spective. Don’t let it spoil your 
Christmas. 

It may sound naive for me to say 
that I think Christmas business gifts 
— like all Christmas gifts — should 
be given to those whom you sincerely 
wish to remember. This may sound 
like an oversimplification, but it’s the 
only practical and realistic solution to 
the ‘‘problem” that I can recommend. 

The reasons we send gifts can, I 
think, be broken down in this way: 
(1) Our competition does, (2) The 
customer has hinted that he believes in 
returning favors, and (3) We wish 
to recognize a person at the gift-giving 
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In my Opinion 


A Double-barreled Problem 


season because he is a friend or be- 
cause of kindnesses he has shown us. 
This third reason involves more than 
mutual back-scratching; there must be 
a sincere desire to reciprocate and 
not merely a sense of obligation. The 
third reason is the only worthwhile 
reason in my book. 

I’m sure there are many cases where 
your competitor gave a gift, you 
didn’t and he got the business. But 
I'd be hard to convince that the gift 
was solely responsible. There are many 
other factors that might have been 
responsible, including _ friendship 
which justified the other gift and con- 
siderations touching on salesmanship, 
price and service which are completely 
independent of gift-giving. 

Similarly, you may not be doing 
all the business you would like to do 
with a company whose buyer hinted 
for Christmas recognition and whom 
you passed up. Don’t be too ready to 
blame the lack of a gift for the loss 
of a sale. There simply aren’t many 
people who buy because of a gift. 
There are those who buy because of 
friendship, but you can’t buy that with 
a gift either. 

In my opinion, you can safely drop 
the first two reasons for giving busi- 
ness gifts. And if you're still puzzling 
with a Christmas gift decision, why 
not try the simple rule of remember- 
ing only those whom you sincerely 
wish to recognize. 

Now, there is another part to the 
problem. What about receiving gifts 





from manufacturers’ salesmen or rep- 
resentatives. Again, let me re-establish 
that we are not referring to ‘greeting 
gifts” which many manufacturers dis- 
tribute to all customers on a national 
or regional basis. 

Of course, this is a question that 
must be individually and personally 
answered. If all such gifts were given 
in the sincere spirit I have tried to 
describe, then receiving them could 
have no harmful effect. Unfortunately, 
they are not all given in this manner. 

And, because they are not, some 
firms have rules against receiving any 
gifts. Other firms return gifts and 
suggest that the giver make a con- 
tribution in the company’s name to 
some charity. Still others accept the 
gifts, gratefully and so as not to 
offend. But in receiving gifts, most 
concerns are careful to treat the re- 
membrance as purely a gift and not, 
to be sure, as a down-payment on 
future business. 

I certainly hope you'll select one 
of these courses, for the only one left 
is to accept the gift and allow it to 
unduly influence your buying deci- 
sions. 

Whatever you do, though, I'm cer- 
tain the decision won't be so difficult 
that you have to refer to gift-giving as 
a huge “double-barreled” problem. 
Don’t let it be, for the very spirit of 
Christmas is much too warm to spoil 
by making a pleasant part of it — 
gift giving — a major problem for 
yourself. 


MarethD. Shiveg 





SIGN LANGUAGE 
SPOKEN HERE 


If you can say it with signs in a clever way, the public will remember your 
message. The following examples may help you think of a better way to 
identify your store as ‘area headquarters’ for stationery and office equipment 





“6( pus is a highly photogenic in- 
dustry. Our products have 

‘good looks’.” 
This recent statement by Charles 
Mortensen, general manager of the 


National Stationery and Office 
Equipment Assn., was made as one 
of the first impressions of a new- 
comer to the industry. It was com- 
bined with a suggestion that the 
industry needs more public relations, 
that the industry’s products deserve 
more publicity than they are getting. 

Among the obvious ways in which 
a dealer can publicize his merchan- 
dise are through window and store 
displays, through newspaper adver- 
tising and by word of mouth. These 
are all common methods of publiciz- 
ing the industry’s products. 

Consider, also, the other ways in 
which you can take advantage of 
the photogenic nature of the prod- 
ucts you sell. 

1. Letterheads. Many dealers run 
pictures of various products down 
one margin and make a “soft sell” 
promotion piece of every letter they 
send, 

2. Calling Cards. A handsome 
wood office scene in color on the 
reverse side makes each card a work 
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wood Office Supply 
at Santa Monica 
Boulevard and Vet- 
eran Avenue in West 
Los Angeles show 
how one dealer 


speaks “sign lan- 
guage” in Califor- 
nia. 


of art and an impressive reminder 
that you handle office furniture. 
3. Delivery Trucks. A picture, a 
short slogan or an enlarged facsimile 
of one of your products on delivery 
trucks can tell more than a dozen 
words about the products and the 
services you offer. Even a car or 
station wagon can become a “roving 
calling card” with a little ingenuity. 
The examples illustrated and de- 
scribed here include one case in 
which a dealer has dramatized the 

















A store name, a short 
slogan and a color- 
ful pencil are em- 
ployed to make an 
advertising asset of 
this delivery truck. 


™~ 
















Two views of West- MA 





lowly paper clip, with the help of 
a pun, and several cases in which 
dealers call attention to their prod- 
ucts with pictures or replicas of 
writing instruments. 

Westwood Office Supply in West 
Los Angeles, Calif., boasts of itself 
as “The biggest Clip Joint in town.” 
Capitalizing on a nickname origin- 
ally applied in jest by friends, owner 
Bill Hagedorn has successfully made 
the slogan a well known one 
throughout his trade area. 
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of C, to the store itself. 

id Jean, who recently joined the staff Other dealers use king-sized pens 

od- as an outside saleswoman. or pencils to call attention to their 

of “We've grown so large we even business. Whatever the symbol or 4 
have an employee news sheet,” jokes _ slogan is that you use, it will regis- me | 

lest Mr. Hagedorn. His reference is to ter better with your audience if you ’ 

elf the Waterjug Gazette, a humorous learn to speak sign language. The oas 
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The slogan appears wherever you 
chance to look. It is spiashed in color 
across the storefront windows. The 
station wagons used by outside sales- 
men bear the same phrase and it 
beckons from all printed materials 
distributed in an extensive adver- 
tising campaign, The signs have ap- 
pearcd on courtesy rest benches at 
bus stops. Letter holders in the 
shape of big paper clips are given to 
new customers. The slogan appears 
on bowling shirts and on giveaways 
such as calendars, book matches, 
coasters, and hand lotion packs for 
secretaries. 

You just can’t help but be clip 
conscious around Westwood Office 
Supply. 

The Clip Joint, which recently 
played host to more than 350 cus- 
tomers at a “Come and Get Even” 
anniversary party, was started 12 
years ago in Mr. Hagedorn’s gar- 
age. After a series of expansions, it 
settled five years ago at the present 
location, 10954 Santa Monica Boule- 
vard. The original staff consisting 
of Mr. Hagedorn and his wife Har- 
riett has grown to number 13, in- 
cduding a brother, Bob, and his wife, 


be doubled with a remodeling sche- 
duled to be completed early in 


1959. An addition to the present 
building will feature a second floor 
office area built over a ground level 
parking lot. 

As might be expected, the new 
neon sign will be in the form of 
a giant paper clip. 

Another California firm, Robin- 
son & Benedict at Corona, has some 
ideas on how to make the delivery 
truck an advertising asset. With 
more and more motorists on the 
move, they look on their delivery 
truck as a most effective way to in- 
form the motoring public of their 
existence and attract new customers. 

They kept the message simple: 
the name of the store, a four-word 
slogan saying “Everything for the 
Office” and a brightly colored pen- 
cil with red top, yellow body and 
black point. 

What they did not want in this 
day of speeding traffic was a full- 
bulletin-board effect, crammed with 
too much unnecessary or unnoticed 
information. 

The sign on the truck serves them 
as another show window or business 
card. It is an effective introduction 


— tools such as color, design, pic- 
tures and images. 
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Many dealers show the photogenic products 
of the stationery and office equipment in- 
dustry on their letterheads, envelopes and 
calling cards. 


SPECULTY 
ADVERTISNG 
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A king-sized pencil stuck through a sign 
strapped atop an automobile makes a ‘“‘rov- 
ing calling card" out of the vehicle. This 
Florida dealer's ‘‘mobile billboard” is noticed 
wherever it goes. 
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Half a Line 


——s Worse - 
Than None 


A $500 inventory of drafting ma- 
“terials has been stepped up to 
$4,500 in less than a year and a half 
by the General Office Supply Co., 
Lancaster, Pa. And this inventory 
turns over better than three times 
annually. 

“If a good job is to be done in 
the sale of drafting materials, a com- 
plete line is necessary,” explains 
“Jay See’ Getz, president. ‘Almost 
everyone in town handles drafting 
materials after a fashion, but if you 
want to attract greater traffic and 
make your store a headquarters for 
this merchandise, an extensive line 
is needed.” 

Mr. Getz points out that many 
retailers handle a limited line of 
drafting materials. Usually it is an 
allied or associated department to 
the store and is either for the con- 
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venience of a customer or just to 
fill-in when required. In the main, 
sales from such departments are 
limited. 

“Either a line is good enough to 
carry in its entirety or it should be 
discontinued all together,” says Mr. 
Getz. “What's the good of turning 
customers away because you don't 
have in stock what they want. 
Once turned away, they will sel- 
dom return and this means that 
whatever stock of drafting materials 
you do have will have little or no 
turnover. And merchandise that 
doesn’t turn over means a loss of 
sales potential while occupying valu- 
able store space that could be de- 
voted to other more saleable lines.” 

In expanding the drafting depart- 
ment Mr. Getz decided to stock 
practically everything available in the 


drafting line. From former exper- 
ience, he knew that selected lines 
of merchandise, which he felt would 
be most popular, just weren't. Prac- 
tically every draftsman and engineer 
has his own “pet’’ ideas and favorites 
when it comes to supplies and equip- 
ment, with a result that requirements 
vary from customer to customer. 

“Let us take slide rules for ex- 
ample,” he says. “In the beginning, 
we handled about three types that we 
felt our customers would want, But as 
students, draftsmen and engineers 
came in, their requirements varied 
so greatly that we found we were 
selling our rules to only one out of 
every 10 customers. We expanded 
this line to handle the entire range 
of slide rules and now we sell 10 out 
of 10.” 

Since General Office has expand- 
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The drafting department of General Office Supply Co., Lancaster, Pa., is located at the 
rear of the store where customers can see and handle most everything that is stocked. 


ed this department, it has attracted 
greater traffic. One customer tells 
another where he bought his sup- 
plies and others come in. By setting 
itself up as a headquarters for draft- 
ing supplies, the store has increased 
sales volume substantially. 

By mail Mr. Getz receives many 
requests for specific drafting mater- 
ials and supplies from students at- 
tending out-of-town schools and col- 
leges. Coming from Lancaster 
County, they know that General Of- 
fice Supply has almost everything 
they need. Many townspeople also 
come into the store because their 
sons at college have asked them to 
pick up certain supplies. 

General Office promotes its draft- 
ing department with large display 
ads in the Lancaster Era newspaper. 
They don’t just mention drafting 
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supplies, they itemize and picture 
what they carry. This lets readers 
know that General Office stocks a 
complete line and not just ‘token’ 
stock. 

Drafting supplies are likewise dis- 
played in the store windows, com- 
plete with drafting boards, chair, 
rules, angles, instrument sets and 
so forth. These displays attract con- 
siderable attention and are the fore- 
runner of future sales. 

“Draftsmen are very particular 
about the type of instruments and 
other equipment that they buy be- 
cause these are their permanent 
property,’ explains Mr. Getz. “Re- 
gardless of where they work, they 
use their own instruments. This is 
why they are so conscientious in 
making a purchase. Once they buy 
from you and go to work some- 


where, they will often recommend 
your store to the purchasing agent 
when additional supplies or mater- 
ials are required.” 

Mr. Getz points out that he re- 
cently installed 14 large size draft- 
ing tables, chairs and other equip- 
ment in a newly opened engineer- 
ing office. One of the draftsmen 
that started to work for this com- 
pany recommended General Office 
Supply as a headquarters for this 
equipment and the new firm called 
upon Mr. Getz to handle the re- 
quirements. Ever since, he has been 
supplying the engineering firm with 
other office needs as well. 

The Pennsylvania dealer does not 
overlook any opportunity to discuss 
his expanded line with customers 
when making plant visits. He knows 
that he will have anything they ask 
for, or he will get it. When he 
carried a limited line of drafting 
materials he didn’t mention it be- 
cause chances were that he didn’t 
have in stock what a customer wanted. 
Rather than turn a customer down, he 
just didn’t mention it. 

“Drafting materials are quite 
profitable and well worth handl- 
ing.” says Mr. Getz. ‘But either you 
have to stock a complete line or let 
it go entirely, for chances are that 
whatever may appeal to the dealer 
may not appeal to the customer. 
After being turned away once or 
twice, the customer will find a dif- 
ferent source of supply.” 

Mr. Getz has displayed his stock 
of drafting materials in the rear of 
the store where he can devote greater 
display space to them. Directly 
above a series of cabinets is a peg- 
board panel on which he has dis- 
played a large assortment of rules, 
angles, instruments and accessories. 
Each of these items is priced for 
easy selection by the customer. 

“Although we may have a small 
amount of pilferage or loss due to 
open display, it is minute in com- 
parison to the increased sales vol- 
ume,” says Mr. Getz. When cus- 
tomers can handle and examine mer- 
chandise at close range, the trans- 
action becomes more personal and 
the incentive to buy is stimulated. 
We have found this department to 
be a favorite meeting spot for stu- 
dents and draftsmen, all of which 
helps to stimulate sales. 











How ‘Professional’ Is 


Many dealers agree the industry is in need of higher | nstilling what he calls “profes. 
sional” ideas into the minds of 
his help is a good part of his job, 
according to Raymond McGrane of 
for correcting the situation “ - Heceman Co., Providesag 
The company operates five stores 
in Providence and the surrounding 
area. These stores employ a total of 
50 persons, including both sales 
clerks and outside salesmen. It is 
Mr. McGrane’s job to manage them 
all. 

In his opinion, a stationery store 
is designed to provide basically the 
same merchandising service as a drug 
store, and the most important part 
of either store is its prescription de- 
partment. The prescription depart- 
ment of a stationery store, Mr. Mc- 
Grane says, is that which handles 
such specialized office materials as 
systems, ledgers, blank books and 
even writing instruments. These 
products need to be sold to the 
specific requirements of the customer, 
and professional standards of sales 
competence are required to sell in 
this manner. 

“Very few stationery stores that 
I walk into,” he observes, “really 
seem to realize how closely this 
analogy holds. So-called ‘professional’ 
standards in our industry, both in 
selling and in merchandising, do not 
seem to have reached the level that 
they must have if we are to continue 
to grow and prosper.” 

The biggest part of this lack, ac- 
cording to Mr. McGrane, is a result 
of insufficient sales training by the 
stationer himself. 

“The stationery store clerk is in 
nine cases out of 10 no_ better 
educated to sell intelligently than the 
clerk one encounters in a department 
store or similar large retail establish- 
ment. And yet in our business, as 
everyone knows and keeps saying, 

yee product knowledge is of absolute im- 

E. L. Freeman Company's main store on Westminster Street in downtown Providence is one portance. The orientation of clerks 
of five in the area. The offices and warehouse of the firm are located in East Providence. can make or break a stationery store, 
whether it be a large one or a small 

one. Why? Because we're specialists.” 

If this were the whole problem, 


professional standards that result from more efficient 


sales training. This Providence stationer has ideas 
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Your Sales Force? 


Mr. McGrane thinks, the job faced 
by the stationer in training his help 
would not be a severe one. It is made 
more difficult, he observes, by the 
multiplicity of the products handled, 
and the multiplicity of their uses. It 
is made more complicated still by the 
quality brackets which are so crucial 
among stationery products, yet which 
are not usually as visible to the 
naked eye as are those in most other 
fields. 

“You can tell ermine from rabbit 
in a fur store,” he comments, “but 
it takes a little more training to be 
able to discern a really fine ledger 
sheet from one designed to do a 
smaller job. 

“Another difference between the 
stationery business and most other 
retail business is that, even though 
a stationer may have inaugurated 
product departmentalization in his 
store, it is still essential that each 
clerk have a profound working know- 
ledge of every other department as 
well as his own. Complete, rigid de- 
partmentalization is not possible in 
this field, as it is, say, in a large 
department store. A millinery clerk 
is not expected to have a vast work- 
ing knowledge of home furnishings. 
But a stationery store in which one 
clerk understands only writing in- 
struments and another can’t sell any- 
thing but steel files is not properly 
managed. 

“In other words, though we are 
selling a multiplicity of products, 
we are selling to a particular use 
market, and the clerk must be able 
to sell to this market in its entirety.” 

Of the 50 persons who work in 
the stationery division of E. L. Free- 
man Co., approximately 40 are sales 
clerks. Because of the number of 
branch stores maintained at con- 
venient locations, the firm has only 
six outside salesmen, all concentrating 
on office equipment and supplies. 

Though the outside sales force 
represents hardly more than 10 per- 
cent of the total sales force, the 
problem of finding and training out- 
side men is as crucial as that of find- 
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ing good clerks, Mr. McGrane says. 
These men make up a small part 
of the total sales force, but they 
account for a considerably greater 
percentage of sales than their number 
would indicate. 

Mr. McGrane usually picks his 
outside men from the clerks who 
have worked in the stores for two or 
three years. Although he realizes that 
the store is a very costly place to 
train men, he says he has yet to find 
a better training ground. He also 
realizes that just because a man makes 
a good sales clerk does not mean 
that he will make a good outside 
salesman. 

The qualities needed in a good 
sales clerk and those required in a 
good outside salesman, Mr. McGrane 
has noticed, are very different. This 
is because the outside man’s success 
depends largely on his capacity for 
self-organization. There isn’t anybody 
out there to push him, to see that he 
schedules his calls properly, takes 
advantage of promotions, and so 
forth. On the other hand, a sales 
clerk is always supervised, by the 
manager and by the fact that he or 
she is almost always working with 
other clerks. 

“A salesman, to make a good living 
for himself,” says Mr. McGrane, “‘has 
to organize his time and his energies 
intelligently, not just work hard. If 
he lacks this ability, he will never 
make a good outside salesman, even 
though he may be the best clerk in the 
store.”’ 

But good clerks are hard to find, 
too, and if after being sent outside a 
man does not “work out,” Mr. Mc- 
Grane does his best to turn his talents 
and training to some good use. Such 
a man is usually brought back to 
clerk inside the store again, where the 
knowledge he has gained of the prod- 
ucts will be put to the best possible 
use. 

To stimulate sales interest among 
his sales force, Mr. McGrane has 
frequent sales meetings, enlisting the 
cooperation of the various manufac- 
turers in providing interesting pro- 





Raymond McGrane 
Manager, Stationery Division 
E. L. Freeman Co. 
Providence, R. |. 


grams. He also makes use of the na- 
tional sales training programs that 
exist in the industry, usually having 
the instruction materials sent to his 
salesmen’s homes. As a third sales 
stimulant, he sends his key selling 
personnel to trade school courses from 
time to time. 

Though E. L. Freeman Co. takes 
advantage of all of these techniques, 
and also of whatever training programs 
and materials that are provided by 
the manufacturers, Mr. McGrane 
thinks the training methods would be 
much more successful if they could 
be more closely integrated and co- 
ordinated. This would lead to a better 
end result, he believes. 

“But the best solution to all prob- 
lems of sales training,” he concludes, 
“is to ke found in the sales people 
themselves. If you pick people with 
a capacity for self direction, and if 
this can be developed, then it is only 
a matter of time before they will be 
productive for you, and for them- 
selves.” 
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CREATIVE 
MERCHANDISING 


Merely satisfying all of your customers’ present needs is like being blind in one eye. You can re- 
move the eye-patch and add a new dimension to your sales by anticipating needs and future wants 


oe retailing world of today is 

being dominated by those mer- 
chants who have learned to be creative 
in their approach to sales promotion 
and merchandising. 

The traditional retailer, if he has 
achieved some degree of success, 
usually has become efficient in the 
scientific aspects of merchandising. He 
has learned to analyze customer wants 
and to compare and choose among 
items of merchandise which will 
satisfy those wants. In a word, he 
knows how to deal with his customers’ 
present wants. 

However, it is becoming ¢ ident 
that the ability to deal with present 
wants is not enough to maintain 
leadership in the dynamic modern 
economy. Despite his use of scientific 


methods, the conventional retailer 


often finds himself losing the battle 
for consumer dollars. The winner of 
the battle is the man or woman who 
has learned the lessons of creative 
merchandising. Creative merchandising 
can be described as being the art of 
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merchandising as opposed to the 
science of merchandising. The mer- 
chant who is creative goes beyond his 
customers’ present wants. By visualiz- 
ing, foreseeing and generating new 
ideas, he stays in a position to deal 
with future wants, as well. 

The problem of the conventional 
retailer often stems from the fact that 
he is trying to excel in his work with- 
in the context of conformity. He 
tends to believe that conformity to 
traditional patterns gives him security. 
The truth is, however, that true 
security in retailing comes only as a 
result of a continuing flow of fresh 
merchandising ideas. 

Good, workable ideas come from 
the application of imagination to mer- 
chandising. But imagination will not 
produce usable ideas unless it is given 
some definite direction in which to 
proceed. Daydreams and fantasies are 
rarely productive of creative ideas. We 
get good ideas by looking for them 
in the places where they are most 
likely to occur. 

Where can the stationer expect to 
get ideas which will lead to creative 
merchandising and creative sales pro- 
motion? One of the important sources 
of new ideas is the world of fashion. 
Fashion has long been a powerful sales 
stimulant, but our industry need not 
let clothing merchants have the inside 
track in this area. Only recently have 
we begun to realize the importance of 
fashion in the office. 

When we use fashion as a sales 
stimulant, we are appealing to the 
nearly universal desire for change. 
Changes in the fashion of merchandise 


by Gordou ©. Cross, Ph,D. 


Consulting Editor 


we carry in our stores is most likely 
to be found in the area of color or 
design. Thus we have a clue as to the 
direction our imagination must take 
if we are to be creative in the use of 
fashion. Manufacturers have been 
making new designs and new colors 
available in the merchandise they pro. 
vide for offices. Are we doing our 
part in making customers aware of 
the possibilities in office fashion? 

Another place where directed imag- 
ination will lead to creative promotion 
is the area of new utility, Whenever 
we can find a new use for one of the 
items we sell, we open up whole new 
markets. Just look at the success some 
dealers have had in furnishing the 
home office. Similar opportunities 
exist for other kinds of goods. But 
ideas for new applications do not just 
happen. They come to the merchant 
who goes looking for them in his 
never-ending search for creative ideas. 

If we are to be truly creative we 
must not rule out the possibility of 
possible changes in merchandise pric- 
ing. Many conventional retailers find 
themselves in trouble because they 
have lost control of the right to estab- 
lish their own prices. Too many have 
given up the price-setting function 
and have let it pass into the hands of 
manufacturers or to groups of as- 
sociated merchants. Retail prices 
should always be dynamic. Price is the 
mechanism which regulates the modern 
economy. Price is the direct cause of 
the success of some of the newer forms 
of retailing. It is easy to ignore these 
competitors. It is far better to learn 
from them and then to go on and out- 
think them. 

Another key to creative merchandis- 
ing is to be found in the element of 
timeliness. The easiest of all devices 
in this area is the use of the seasonal 
promotion, It is a rare item of met- 
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chandise which does not have some 
seasonal selling possibilities. Untold 
ways of exploiting the seasonal factor 
must be waiting to unfold if we will 
put our imaginations to work. 

Some of the most effective sales 
promotions are those which are tied 
up with newsworthy events. Unusual 
weather, be it snow or heat or hurri- 
cane, often offers an opportunity for 
a tie-in promotion. Events on tele- 
vision are good for quickie promo- 
tions. Fads will always be with us, and 
none are more useful than fads in 
decorating and in new labor-saving 
systems. 


For several vears the important na- 
tional magazines have been suggesting 
ways in which merchants can coord- 
inate their promotional efforts with 
those of the magazine advertisers. 
They often sow the seeds of ideas 
which the retailer can find ways of 
exploiting at the local level, But it 
takes thinking directed creative 
thinking — to really get results. 

New products offer another most 
powerful opportunity for creative mer- 
chandising. A new product can be 
new in several ways. It may be en- 
tirely new, although this is unusual. It 
may be only slightly changed. It may 


have a new package or a new design. 
Whatever the newness is, it is sure to 
be an object of curiosity on the part of 
the customer. Creativity in newness 
depends upon the ability to gauge 
when the customer is ready to accept 
a change. We can never wait until he 
tells us to change. It is our job to 
anticipate his readiness and to have the 
merchandise which will appeal to him. 

The opportunity for creativity in 
sales promotion has long been neg- 
lected by stationers. Just notice how 
customers react to some of the magic 
words of sales promotion. Try some 


(Continued on page 46) 





How to Improve Off-Season Sales 


[urine slow selling periods, each 
store Owner is in competition 
with consumer resistance, but there 
are ways to improve off-season sales. 
The resistance is not directed 
against your store. It is rather a 
reflection of the fact that consumers’ 
interests are oriented in other dir- 
ections. This will not be a problem 
during the holiday season, but it’s 
something to think about for March 
and April. 

To improve off-season sales, start 
by making sure that your stock has 
been wisely bought. You need not 
be a perfect buyer, but errors must 
be kept to a minimum. Then, take 
a fresh look at items you have in 
stock with an eye to new sales ap- 
peals. When you provide articles 
which have genuine news, price, 
value or impulse attraction, you 
stand the best chance of stimulating 
greater selling activity. 

With these preliminaries in mind, 
consider the following list of spe- 
cific methods and plans which can 
be used for improving off-season 
sales. 

— Advance the selling season of 
new merchandise to the time that 
close-outs of season-end merchan- 
dise are started. 

— Offer close-outs at “sacrifice” 
prices as early as possible, either 
during the initial part of your slack 
season or even during the closing 
phases of a busy season. But remem- 
ber that close-out sales should not 
be put on for more than two weeks 
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at any one time. Anything longer 
loses its sales impact. 

— About mid-way through a 
slack period, start building up your 
new merchandise displays for the 
coming season. 

— Adopt a “model stock plan” 
as a permanent operating technique 
used to make sure that fresh mer- 
chandise of appropriate assortment 
and price is always on hand. 

— Cultivate “personal touch” as 
much as possible in all customer con- 
tacts. This can pay dividends in sales 
during your slack season. Customers 
should be treated in a courteous and 
friendly manner regardless of how 
little they buy. 

— Use more outside selling where 
feasible. Trading-up opportunities 
are greater and sales more easily 
closed when outside selling is car- 
ried on intelligently. 

— Use circulars and direct mail 
in conjunction with advertising in 
neighborhood newspapers. Such ma- 
terial can be set up at small cost. 
A comparatively inexpensive dual- 
cylinder stencil duplicator can be 
used for quantity reproductions of 
sketches and other illustrations. Basic 
appeals during off-seasons should 
generally be “value” and “price.” 
Slack season promotions can be 
productive when the “value” aspect 
of merchandise, at a particular time, 
is suitably stressed. “Best price” 
items should be attractively and 
prominently displayed so that they 
may be easily recognized. 


— Develop programs of “related 
merchandising’ and use them ex- 
tensively. 

— Prize contests can also be sales 
builders. For example, a free prize 
may be given to every 25th or 
hundredth customer, with names of 
winners posted weekly in your show 
windows or inside the store and 
prizes selected from stock. 

— Gifts for newly-weds and new 
parents who live in a store’s trading 
area are sales boosters. Along this 
line, smaller stores should not hesi- 
tate to sponsor a “welcome wagon” 
for newcomers to the community. 

— Ask your customers what they 
would suggest to improve off-sea- 
son service, assortments and attrac- 
tions. 

— Put new emphasis on personal- 
ized tags, labels, boxes and wrap- 
pings. 

— Use “bargain tables” regular- 
ly in all slow periods to offer un- 
advertised specials. When consistent- 
ly presented, this merchandising 
technique can be an effective builder 
of store traffic. 

— Offer merchandise guarantees 
regardless of price. 

— Encourage customers making 
purchases to register their names on 
a purchase-record card. Having such 
a card is a great asset in developing 
an up-to-date, personalized mailing 
list for promotional material. For 
example, you can send birthday and 
other personal greetings in addition 
to announcements of sales. 
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From |Sec 
AM |da Jo Dickinson, Miami, Fla., jg | and his bc 
making her secretary's experience J equipment 
pay off in a sales career. “My hu 
Now a crackerjack copying equip. J heads togs 
ment saleslady, she says that “know. § ing and | 
ing what kind of equipment a secre. § D:ckinson 
tary likes to use has stood me in good § me give 
stead in dealing with potential cus. | found it 
tomers.” ing that | 
Mrs. Dickinson has been selling of. She w« 
fice copiers for four years now and § het job 
claims she especially enjoys two specif. J tking g 
ic aspects of her sales career. Meet- § demonstr 
ing people and convincing them of § Jems an 
the merits of her product is one. prospect. 
“The other reason,” she says light. “You 
heartedly, “is the money.” the old 
The money, among other things, J gets a © 
is providing the where-with-all for 9 « live’ ¢ 
a swimming pool in her back yard. She di 
How did a former secretary turned work at 
housewife make the jump to saleslady? paper w 
“My husband introduced me to sell- selling | 
ing copiers,” she says, “mainly to keep If Al 
a gee ~ ie * : ee me from spending money on my too long 
vies ced ee eee ne nae eee ee bien” Mr. Dickionon seagate | 
(Photo courtesy Eastman Kodak Co.) that she take up selling as a hobby, swimmi 
oes your business suffer from the sp: 
cash register “leaks” and mis- change. 
takes? The following tips will guide extrem 
you in eliminating many of the faults cashier 
connected with this problem and money 
keep dollars from slipping ‘‘down the Sale: 
drain.” rency 1 
Customers make more errors at the comple 
cash register than cash register opera , J *Way - 
tors. Their “favorite” mistake is that If t 
of handing the salespeople a bill of made 
smaller denomination than was in- chang. 
tended, and too small to pay for their chang 
purchase. Start 
Suppose that Mrs. X has made pur- error 
chases totalling $5.75 and that amount and tt 
was announced as a total to her. Mrs. ly res 
X, with her mind on other matters time-\ 
perhaps, fumbles through her purse can b 
and comes up with a $5 bill, intending An 
it to be a $10 bill, however. bills 
The salesperson takes the bill, puts the sé 
it in the till (an error!), flips down curret 
MODERN STATIONER, DECEMBER, 1958 MOD 





a., is 
‘lence 


quip. 
now- 
ecre- 


200d 


g of- 

and 
recif. 
Meet- 
n of 


ight- 


ings, 
for 


rned 
ady? 
sell- 
keep 


sted 
bby 


Secretary 


and his boss suggested office copying 
equipment as a likely product to sell. 

“My husband and his boss got their 
heads together and soon had me work- 
ing and training on the job,” Mrs. 
Dickinson says. “It started as a part 
time give-it-a-try proposition until I 
found it so fascinating and challeng- 
ing that I couldn’t give it up.” 

She works long hours each day on 
her job planning every detail and 
taking great care in preparing for 
demonstrations and anticipating prob- 
lems and the requirements of each 


prospect. 
“You might call me a salesman of 
the old school — a prospector who 


gets a real thrill out of resurrecting 
a ‘live’ one from the dead file.” 

She does a certain amount of office 
work at home so as not to let routine 
paper work interfere with the vital 
selling hours. 

If Alda Jo has her way, it won't be 
too long before the Dickinsons will be 
taking a dip in their own back-yard 
swimming pool, thanks to hard work 


to Saleslady 


and some valuable know-how gained 
on the secretarial firing line. 

Her success as a specialty saleslady 
of office equipment is not unique, 
but rather it may be the sign of a 
trend the use of women for out- 
side selling. There are other women 
throughout the country who can point 
to similar achievements, some of them 
working as general line salesladies. 

Mrs. Lorraine Werlla of Charles 
G. Stott Co., Washington, D. C., was 
this year’s ‘Dealer Salesman of the 
Year” in District 3 of the National 
Stationery and Office Equipment 
Assn. Last year Miss Vy Veshel of 
Westwood Office Supply, Los An- 
geles, was honored by the Golden 
State Travelers as one of the top 
dealer salespeople in Southern Cali- 
fornia, She was doing well enough 
to call on customers in a bright yellow 
Cadillac Stanley-Sargent 
Co. in Kansas City, has Mrs. Margaret 
Brewer, who formerly specialized in 
duplicating supplies and now handles 


convertible. 


the general line. 
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the spring and waits for Mrs. X’s 
change. The scene that follows can be 
extremely unpleasant — and _ the 
cashier cannot defend herself, for 
money in the till is unidentifiable. 

Salespersons should not place cur- 
rency in the till until the transaction is 
completed and the customer turns 
away — this is a fundamental rule. 

If the salesperson discovers he has 
made a mistake while counting out 
change, he should take back all the 
change passed out to the customer and 
start all over. Trying to correct the 
error while he holds part of the change 
and the customer holds part, frequent- 
ly results in further error that can be 
time-wasting at the least, and at worst 
can be extremely costly. 

Another common error is caused by 
bills sticking together, resulting in 
the salesperson handing out too much 
currency in making change. New cur- 
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rency is the most troublesome in this 
respect. Turn corners of 
each new bill received and it will not 
stick to another. All currency should 
be “snapped” and carefully “‘felt’’ for 
thickness to determine that only a 
single bill is being handled. 

A frequent cause of handing out too 


down the 


much currency in change is in mixing 
denominations in the till. Bills of 
different denominations should never 
be mixed. 

Obviously, there are many other 
possible errors in cashiering, for it is 
a task that exactness even 
while being performed under stress at 
times. In addition to these frequent 
causes of “‘leaks’’ at the till, there are 
four more “rules” which will make 
this work more efficient and help 
contribute to customer good will. 

First, never slap down the change 
on the counter for the customer to 


requires 
















pick up even during rush periods. 
It neither saves time nor prevents 
errors. Always hand the change to the 
customer, counting it out into his 
hand. 

Second, anticipate change needs. At 
a convenient hour in the afternoon 
buy a sufficient amount of change to 
make up the change bag the next 
morning. 

Third, have a regular time to check 
your paper and change register rolls 
before they run out. 

Fourth, sometimes a _ customer 
hurries away with his change, only 
to reappear later with the assertion he 
was shortchanged. Be courteous and 
sympathetic but do not immediately 
pay the alleged shortage. First check 
the register and then handle the cus- 
tomer. Under no circumstances assume 
a belligerent attitude, no matter how 
unpleasant the circumstances. 
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When going down stairs with a desk or other heavy furniture, the taller person 
first. When possible, hands should be on the outside of the article being carried. Never grip 
a part that may loosen. 





should go 


Move It With Your Head 


ae your task is a complete 
relocation, just shifting the files 





% . 
- , i 
| 
Hoist a heavy chair on one shoulder, adjust- 
ing it so that its weight is balanced on 
the shoulder. Lifting heavy pieces correctly 
will distribute the weight, help avoid 


muscle strains. Keep line of vision free and 
carry only what you can see over. 


28 





to paint the woodwork, or moving 
cartons and such in the stock room, 
you can do it more easily if you move 
it with your head. 

How? Like the professional movers 
do! Here are some basic rules to 
avoid strains, muscle aches or serious 
injuries, courtesy of Allied Van Lines, 
the nation’s largest mover of house- 
hold goods. 

1. Size up the load first. Don't be 
a hero and try to lift it alone if 
there’s any doubt about your ability 
to do so. 

2. Make sure your footing is secure. 
Get a good balance, with your feet 12 
inches apart. Keep the strain off your 
back muscles by standing close to the 
base of the article you're lifting. 

3. Now you're ready to lift, Bend 
the knees outward and straddle the 
load somewhat, keeping the back as 
straight as possible. Start pushing up 
with your legs, using the strongest 
leg muscles. Keep the load close to the 
body as you come up to carrying posi- 
tion. 

4. If you have to change direction 
when in the upright position, be care- 


ful not to twist your body. Turn with 
changes of foot position. 

5. If your load is to be placed op 
a bench or table, place it near the 
edge — make the table take part of 
the weight. Then push it forward; 
your arm muscles, not your back, 
should be used for the pushing. 

6. When the object is to be placed 
on the floor, from a waist-high carry. 
ing position, bend your knees first, 
Then, with a straight back and the 
load close to the body, lower it with 
the arm and leg muscles doing the 
work, 

7. Whether working alone or with 
a partner, always keep your line of 
vision clear, and carry only what you 
can see over. 

Take it easy on polished floors, and 
remove scattered papers, small rugs 
or unsecured floor runners from your 
path, 

A final word of caution — don't 
do any furniture moving if you have 
high blood pressure or heart trouble. 
Lifting can be dangerous in such 
cases, 

But, if you have your health and 
use your head, moving won't be a 
pain in your neck — or anywhere else. 


Heavy box is lifted by standing near it with 


feet about 12 inches apart. Keep back as 
straight as possible, crouch with knees turn- 
ed out. With arms relaxed, place one hand 
under object, the other firmly on opposite 
side, 
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First prize winner in a 
show contest sponsored 
by Wilson Jones Co. was 
Not Rosenthal, center, 
Alpha Supply Co., New 
York City. With him are 
Woody Bibco, left, W-J 
regional sales manager, 
and Carl Judkoff, right, 
show chairman. 


5,070 at Second 
Eastern Show 


Heavy gains in attendance were recorded this year 
at the Eastern Commercial Stationery Show. The 


reaction of exhibitors again was 


pon attendance of 2,488 and a 
total attendance of 5,070, includ- 
ing guests and exhibitor personnel, 
were recorded at the Second Annual 
Eastern Commercial Stationery Show, 
held at the New York Trade Show 
Building October 25 through 28. 

The total number of exhibitors ap- 
proached the 200 mark. 


All of the figures represent a 





Milton Salit, left, S. S. Stafford, Inc., New York City, won a transistor 
radio given by Irval Assoc. At right is Allen H. Froot of Irval. 
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enthusiastic 


healthy gain over those for the show's 
debut in 1957, when the attendance 
total was 3,200, about half of them 
dealers. 

Exhibitor comments this year show- 
ed the same great enthusiasm which 
was felt last year, according to Carl 
C. Judkoff, who served as general 
chairman with Milton Stone. The 
show is jointly sponsored by The 


Stationers Association of New York 
and The Metropolitan Travelers Club, 
primarily to serve dealers and dealer 
personnel in the heavily populated, 
13-state Northeastern section of the 
United States. 

Plans for a third annual show in 
1959 are already under way. It will 
be held at the Trade Show Building, 
October 17 through 21, 1959. 

“As the fastest growing show in 
the stationery industry,” Mr. Judkoff 
stated, “we anticipate even greater 
gains in 1959.” 

Executive secretary of the show is 
Sophia Ehrlich. Chairmen ex-officio 
this year were the heads of the Metro- 
politan Travelers Club and _ the 
Stationers Association of New York, 
Emil Contreras and George Nicklaus, 
respectively. 

Committees for the 1958 show in- 
cluded: 

Exhibit Chairmen George Reich- 
man, Mooney’s, Inc.; Arthur Fried- 
land, Advanco Products. 

Sales Chairmen Mannie Klein, 
Klein-Heimbinder Co.; Martin Mol- 
dow, Martin M. Moldow Assoc. 

Advertising and Publicity — Irv- 
ing Judkoff, Cantigny Ptg. & Staty. 
Corp.; Wallace Fisher, Office Ap- 
pliances; Herb Grayson, Ace Fasten- 
er Corp.; Fred W. Steinhilber, Geyer’s 
Dealer Topics; Robert Shearman, 
MODERN STATIONER AND OFFICE 
EQUIPMENT DEALER. 

Budget Chairmen Irving Stein- 
holtz, Cantigny Ptg. & Staty. Corp.; 
Harry Fensterheim, S. E. & M. 
Vernon, Inc. 








Ronald Levine and Pete Hexter, both of Swingline, are shown with 
a new floor model stapler display which holds the entire line. 
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New Larchmont Store 
Is Air-conditioned 


Piped-in high fidelity music, and winter 
and summer air-conditioning are some of 
the features of the newly remodeled store 
of Futterman’s Stationery, Larchmont, 
M- ¥ 

The store front is an attractive com- 
bination of plate glass, and porcelain on 
steel panels. 

Merchandise displays on the inside are 
arranged for a self-inspection and _ self- 
selection operation, with a “hub” or ser- 
vice center near the front where the cash 
register is located. 


Mr. and Mrs. Nathan Futterman took 
over the store nine years ago and moved 
into their new quarters late this summer. 

In conjunction with their art supplies 
department, the Futtermans display for 
sale the oil paintings by local artists. 


Retailers Optimistic 
About Christmas, 1958 


Retailers meeting in Minneapolis 
October 13 for a retail clinic said they 
expected that 1958 Christmas sales will 
exceed those of 1957. This was the op- 
timistic concensus of more than 200 mer- 
chants from all over the country. 


Eighty percent of the retailers at the 
meeting expected their 1958 Christmas 
volume to be greater than last year. Only 
two merchants expected lower Christmas 
volume this year. An evaluation of the 
opinion survey indicated that most of those 
present expected a Christmas volume in- 
crease of more than four percent. 

Forty-one percent of them said _ their 
stores would be open more nights this 
year than last year and more than 10 per- 
cent reported they plan to participate in 
special transit validation plans to increase 
downtown shopping. 


Kalamazoo Company 
Honors Employees 

Doubleday Bros. and Co., Kalamazoo, 
Mich., had more than 100 persons present 
this fall for a Hotel Harris banquet at 
which 17 employees of the firm were 
honored for 5, 10, 15, 20 and 30 years 
of service. 

Service pins were presented to the 
employees and William Dykema, Double- 
day secretary, presented gifts to three 
retiring employees who were honored 
guests. The retiring trio included John 
Poolman with 41 years of service and 
David Van Laar with 36. 
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The National Office Furniture Assn. has launched a campaign to furnish 
five million offices-in-the-home, to be used by both the man of the house who 
has homework and for the woman of the house who serves as family business 
manager. (Further details of the campaign will be covered in subsequent issues.) 

* x x es 

Jutius KAHN, president of David Kahn, Inc., makers of Wearever pens and 
pencils, has been named chairman of the board of the Siationers Golf Assn. of 
New York. The club, founded in 1916, has a membership comprised of persons 
engaged in the stationery business in the New York area. 

* * Ss x * 

O. GRESSENS, president of Horder’s, Inc., recently announced approval of a 
resolution changing the corporate name of Horder’s, Inc., to Associated Stationers 
Supply Company, Inc. The former Associated Stationers Supply Co., a wholly 
owned subsidiary and wholesale distributor of Horder’s, has been liquidated into 
Horder's along with the name change. Associated will continue operations purely 
as a wholesale distributor. A new corporation to be known as Horder's Stationery 
Stores, Inc., will operate the retail business in the Chicago area as a subsidiary 
of the new Associated Stationers Supply Co. This corporate change, Mr. Gressens 
said, will preserve the name of Horder’s which has been built up over a period 
of more than 50 years and will facilitate Associated’s future wholesale expansion 
program. 

rs * * * E 

FRANK G. ATKINSON, president of the Joseph Dixon Crucible Co., has been 
elected president of the Lead Pencil Manufacturers Assn. He succeeds NEWELL 
A. AuGUR of Wallace Pencil Co. Newely elected vice president is LAWRENCE S. 
LEVINE, president of the Reliance Pencil Co. 

* * % 


* * 


Jack Lewis of Silver Stationery and BENJAMIN SIMON of S$. N. A. Station- 
ery were announced as the honored guests at a testimonial dinner sponsored by 
the Stationers Division of the Federation of Jewish Philanthropies. The tribute 
was set for November 18 in the Warburg Room of the Federation’s headquarters 
in Manhattan. 

The National Stationery & Office Equipment Assn. is compiling a new edi- 
tion of its membership directory. NSOEA also has sent out questionnaires in a 
survey of sentiment on the changes made in the 1958 Convention-Exhibit at 
Chicago. 

Close to 30 million people were exposed to the story of studio cards when 
the Saturday Evening Post carried a feature article on Box Cards in October 25 
issue. The rags to riches story told how two young men, BILL KENNEDy and 
Wm. Box, started with a capital of $26 four and one-half years ago and built a 
million dollar concern. 

* x * * * 

CHARLES E. WEHN, president and founder of Listo Pencil Corp., died Octo- 
ber 26 of a heart attack while vacationing aboard his boat on the Sacramento 
River near Walnut Grove, Calif. He was 78 and had been a Dixon pencil rep. 
from 1911 to 1920. Other recent deaths are those of NOMDA member WILLIAM 
E. GARDIEN, secretary-treasurer of the Typewriter & Adding Machine Exchange, 
Inc., Milwaukee; and Isaac C. Lycett, Baltimore stationer, who died while at- 
tending a church convention in Florida. 

* x * * * 

The firm of Ward H. Silliman Asociates, Inc., manufacturers’ representatives 
in Dallas, Texas, is being dissolved. Individual members of the firm will remain 
in the industry to serve dealers in what they hope will be a better way for all 
concerned. The only two stockholders of the corporation have been Robert W. 
Silliman and Wayne B. Preston. They will continue to represent various manu- 
facturers of the industry. 
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Business Forms Institute 
Members Optimistic 

Members of the Business Forms Institute 
were looking forward with optimism to 
the final quarter of 1958 at their fall 
meeting at the Greenbrier, White Sulphur 
Springs, W. Va. 

New directors of the Institute elected 
at the meeting include M. G. Lewis of 
the M. G. Lewis Printing Co., Jackson- 
ville, Fla., and Joseph Steir of Alfred Allen 
Watts Co., Clifton, N. J. 


Olean, N. Y., Stationer 
Dies After Illness 

Edward M. Oakleaf, co-owner of the 
F. H. Oakleaf Co. stationery and office 
supply store at Olean, N. Y., died October 
13 following a long illness. He was born 
in Olean where the Oakleaf company has 
been in business since 1880. Survivors in- 
clude his wife, one son and two daughters. 


Additional Convention 
Prize Winners Named 

More prize winners in various contests 
at the 1958 NSOEA show have been an- 
nounced. 

Three persons who received cash prizes 
in daily drawings by Wells Chair Corp. 
were C. B. McMillan, C. B. McMillan Co., 
Oklahoma City; Charles Kohlbush of R. A. 
Jones and Co., Roselle, N. J.; and J. E. 
Hebert of the Randolph Desk Co., Cleve- 
land. 
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“Santa Claus" Joseph Pritchard, right, sales 
manager of Wells Chair Corp., hands over 
$50 cash prize to Charles Kohibush, R. A. 
Jones & Co., Roselle. N. J 





Mrs. Sterley Jerue, left, wife of a St. Paul, 
Minn. stationer, receives the Mrs. Rediform 
sash after being named winner of a new 
fall ensemble from Marshall Field's. 


Mrs. Sterley F. Jerue, St. Paul, Minn., 
won the Rediform prize of a new fall 
ensemble from Marshall Field's. 

A Victor Add-N-Mark machine was won 
by T. I. McLane, owner of the McLane 
Printing Co., Clinton, Iowa. 

Winners and their prizes at the Arrow 
Rubber exhibit included E. W. Spangen- 
berg, Milwaukee, Polaroid camera; Irving 
Wasserman, Home Office Supply Co., 
Detroit, imported lady's beaded bag; O. 
M. Rodenkirch, Fond Du Lac Office Sta- 
tionery Co., Fond Du Lac, Wis., Stetsen; 
David Felsen, J. Solomon, Inc., New Lon- 
don, Conn., perfume; and Ben Wirtshafter, 
Cleveland, transistor radio 


Philadelphia Stationers 
Slate Annual Banquet 

The 53rd annual banquet of the Phila- 
delphia Stationers Assn. is scheduled for 
Thursday evening, November 20, at the 
Palombo Supper Club, 824 Catherine 
Street, Philadelphia. Dinner at 7:00 p.m. 
will be preceded by a half hour of Friend- 
ship Time. 

Dealers were asked to bring their entire 
organizations and Travelers were told to 
invite the boss and his wife. The evening 
will include dancing and entertainment. 
Paul F. Steever is president. 

At the Philadelphia group’s October 
meeting, guest speaker was Charles Morten- 
sen, general manager of the National Sta- 
tionery & Office Equipment Assn. 
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Defiance Calendar 
Sold to Keith Clark 


Wilson Jones Co. announced in October 
that its Defiance Calendar Division has 
been sold to Keith Clark, Inc. 

Disposal of the desk calendar operation, 
Wilson Jones said, will make more sales 
time and production space available for 
expansion of “GrayLine’’ output of forms 
and binders. Since introduction of the new 
forms, more than 2,000 stationery retailers 
have become “GrayLine” dealers. 

Wilson Jones will not produce a 1960 
line of desk calendars, but has arranged 
for dealers to obtain them from Keith 
Clark. 


Firms Honored For 
Standout Packaging 

A number of firms active in the sta- 
tionery industry received “Package of the 
Year” awards at the 22nd annual Variety 
Industry Awards Dinner recently. 

Among them were Paper Mate Co., 
Carter’s Ink Co., Advance Crayon & Color 
Co., U. S. Envelope Co., Ben Mont Papers, 
Inc., and Chicago Printed String Co. 

Judges of the competition commented 
on the many new and revolutionary pack- 
aging ideas, as well as improved label 
designs. 





Bulman Offers New 
Color Styling Service 

The Bulman 
Corp., makers of 
steel _ self-selection 


store equipment, 
has a new color 
styling service 


available to all new 
or remodeled stores 
through Bullman 
store planning en- 
gineers. 
: The new service 
Miss Fuerst is under the direct 
supervision of Miss Betty M. Fuerst, free 
lance color consultant, a graduate of the 
Art Institute of Chicago and the Toledo 
Museum School of Design. She has spent 
her entire career specializing in color co- 
ordination and design for such diversified 
accounts as mobile homes, offices, in- 
dustrial plants, stores, churches, schools 
and hospitals. 

Miss Fuerst will take store plans and 
other information such as the type of store, 
location, type of customers served, existing 
colors and from this render a complete 
color styling presentation folder. 


Deaths Reported 
By Utah Stationers 

The deaths of two Salt Lake City, Utah, 
persons well known in the stationery in- 
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dustry were reported in late September. 

Mrs. Afton Kimball Pembroke, widow 
of the founder of the Pembroke Co. office 
supply firm, died September 19. 

Joseph C. Meyer, former secretary of 
the Utah Stationers Assn. and for 4} 
years a salesman and sales manager for 
the Kelly Co. in Salt Lake City, died 
September 26. 


Writing Instrument 
Directory Published 

A new Directory of Trade Names and 
Trade Marks covering all types of hand. 
writing instruments and related sundry 
items has been published by the Fountain 
Pen and Mechanical Pencil Manufacturers’ 
Assn. 

For the first time, the directory of the 
Pencil Makers Assn. which has been com- 
piled over a period of 30 years is com- 
bined with the list of pen products into 
one loose-leaf volume. 

The volume is available to non-mem- 
bers of the associations for $50, a price 
which includes one year’s supplemental 
service on new names registered with the 
patent office and unregistered new names 
filed voluntarily by manufacturers. The 
supplemental service, after the first year, 
will cost non-members $10 annually. 

Names and marks contained in the loose- 
leaf directory are triple-spaced to provide 
ample room for insertions. 
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Flower We dding Line Catalog features a complete 
ost asked-for styles! Postpaid 


Sallelssl-tel@mvabesliaMe a, 7e) 


your business letterhead to: 


REGENCY THERMOGRAPHERS 





days of order! Fu/ 


50% discoun 


28 West 23rd Street 
New York 10, N. Y 
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Promotion by Horder’s 
Draws 15,000 Entries 

A 1959 five-passenger Rambler American 
was given away in connection with the 
Famous Brands fall promotion at Horder’s 
Inc.. Chicago office supply house. 

Entry blanks for the drawing were in- 
cluded in a 12-page tabloid featuring Fam- 
ous Brands merchandise. It was the firm's 
most successful fall promotion to date, 
according to Willis R. Wolf, Horder re- 
tail sales manager. 

More than 15,000 entries were sub- 
mitted for the drawing. Winner of the 
car was John E. Gilun, 2445 North Hal- 
sted, Chicago. 





Hopeful entrants look on at Horder’s in 
Chicago as Miss Photoflash of 1958, Jackie 
Walker, prepares to draw the name of the 
winner of a 1959 Rambler American. 


Grand Opening Held 
At Elyria, Ohio 

Open house at their new camera-sta- 
tionery shop was part of a grand opening 
celebration held this fall by Loomis Camera 
Co., Elyria, Ohio. 

Howard Foxman, owner, spent $10,000 
remodeling the building into which he 
moved at 413 Broad Street. One feature 
of the new store is a 70-foot greeting 
card rack which carries cards from almost 
three dozen suppliers. The store also carries 
hobby supplies and offers 48-hour im- 
printing service on social stationery. 

Harlan Pease is manager of the store. 


Handwriting Foundation 
May Seek Broader Base 

A special committee of the Handwriting 
Foundation has recommended that the 
Foundation broaden its membership to in- 
clude banks, insurance companies, depart- 
ment stores, mail order companies, paper, 
ink, stationery and envelope manufacturers, 
and any others who may have a stake in 
handwriting. 

In the past few years since its founding, 
the Handwriting Foundation has been 
supported financially by pen and pencil 
manufacturers. 

The committee which recommended the 
broader base of support included George 
Bartol III, C. Howard Hunt Pen Co.; 
Julius M. Kahn, David Kahn, Inc.; 
Charles K. Lovejoy, Scripto, Inc.; Wilbur 
K. Olson, W. A. Sheaffer Pen Co.; Ivan 
D. Tefft, Parker Pen Co.; and Frank D. 
Waterman, Waterman Pen Co. 

The proposal is to be presented to the 
board for action November 20. 























POLY PACKED — SELF SERVICE 


FILING SUPPLIES RING UP 
NEW SALES AND PROFITS 


FOR YOU! 


Here is your opportunity to realize new and 
important profits from the sale of popular 
Imperial filing supplies to the millions of 
“small quantity’ buyers — students, home- 
mokers, shop keepers, etc. The new eye 
catching and compact Imperial display rack 
holds an assortment of plastic packed file 
folders, guides, index cards and quides, in 
popular and profitable quantities—where the 
customer will see them and easily ‘serve 
himself". You will find new sales and profits 
when you display this attractive self service 
line. 


FOLDERS 
(Colored & Manila) 





INTRODUCTORY 


FREE OFFER 
This eye catching counter display “ax anos GD = Sting 
merchandiser absolutely FREE with @ 
your Pic-A-Pack ‘“‘starter order’’. ; 
Retail Value of Mdse. ....$91.14 


Your Cost a 
ON hte ae $45.94 Imperial Methods Co. 


Plus FREE Counter Rack FOREST PARK, ILL. 


INDEX CARDS CARD GUIDES 
(3x5) 3x5) 














1 

FREE SAMPLES on REQUEST |: 
1 

IMPERIAL METHODS CO., 750 S. Circle Ave., Forest Park, Ill. 

| 

Please send me a FREE sample pack of Pic-a-Pack file folders and full | 
details so | can examine for myself this “new look” in the merchandising | 
and sales of filing supplies. | 
| 

Store Name | 
| 

Your Name | 
Address 
City State : 
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Bulletin Boards A 

A new 12-page catalog on_ portable 
chalkboards, bulletin boards and other 
products for visual demonstration and pre- 
sentation is available from E. W. A. 
Rowles Co. Easy-to-read specifications are 
given to make ordering a simple matter. 


Shelving Bulletin B 

A new four-page bulletin on its modern 
line of colored enamel-finished library 
shelving has been published by Deluxe 
Metal Furniture Co. The four-color piece 
includes complete ordering information. 


Catalog Revised Cc 

A completely revised and thoroughly de- 
tailed catalog of Cado products has been 
released by Cushman & Denison Manu- 
facturing Co. The four-color, 16-page book 
features various models of the Flo-master 
Felt Tip Pens and describes different kits 
and merchandisers 





Steel Products Catalog D 

A unique line which is said to include 
the world’s greatest variety of sorters and 
pigeon-hole units as well as sectional and 
glass front solid steel bookcases is described 
in the new catalog of All Purpose Steel 
Products. 


Envelope Catalog E 

A new Dealers’ Price List consisting of 
44 pages and many illustrations has been 
published by the Justrite Companies of 
St. Paul and Atlanta. Each particular style 
of the many standard and specialty en- 
velope products is shown. The catalog lists 
net wholesale prices for plain and printed 
envelopes 


Labeling Booklet F 

A 12-page booklet entitled “What Every 
Label User Should Know” is offered by 
Kleen-Stik Products, Inc. Filled with in- 
formation for both label users and print- 
ers, it points out the benefits of both roll 
type and single “‘split-back’’ plain or die- 
cut labels. 


Statistical Charting G 

Labelon Tape Co. has published a 16- 
page booklet on statistical charting. The 
booklet, built around the use of Labelon’s 
Graph-A-Plan charting materials, lists seven 
steps to good charting and outlines the 


take the | 


for profits ! 


AQUABEE 


various types of charts and graphs gencrally 
used in business and industry. 


Steel Equipment Catalog - 

Supreme Steel Equipment Corp. has re. 
entered the industrial steel equipment 
field with purchase of the Universal Steel 
Corp. A complete color catalog is available 
showing the Universal line of revolving 
bins, Uniflex steel shelving, swing-wing 
displayors and wall bulletin boards, as well 
as Supreme’s storage and wardrobe cabinets, 
lockers and library shelving. 


Mailing Folder I 

A new eight-page folder designed to 
fit in statement enclosures and other 
dealer mailings is offered by The C-Thru 
Ruler Co. Featured are eight precision- 
made ruling and drawing devices. Each 
item is illustrated with a full description 
of features and consumer prices. Space is 
left on the front cover for a dealer im- 
print. 


Bell Catalog J 
A colorful catalog from Bevin Bros, 
Mfg. Co. gives 12 pages of ordering in- 
formation on the firm's bells. In addition 
to a variety of gift and souvenir beils, the 
firm offers classroom bells for schools 
and “‘attention-getting’” bells for use in 
offices, hotels, stores and restaurants. 





NOESTING PIN TICKET CO. INC. 
“WVillions Daily” 


MAIN OFFICE AND FACTORY 
728 E. 136th STREET 
NEW YORK 54, N. Y 


BRANCH FACTORY 
1815 WEST 74th STREET 
CHICAGO 36, ILI 
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Trademark of America’s most complete 
line of quality Drawing Papers! 


¢ Drawing Papers 

e Watercolor Papers e White and Colored 

e “Canvaskin” Charcoal Papers 
In Rolls, Sheets, Wire Bound Books 


e Tracing Papers 


American Watercolor Society 
Handmade Watercolor Papers. 


Endorsed by famous 
watercolor artists! Also 
available in a Student Grade. 


= 42 | 
paper cCo., ine. 
100 Kighth Street © Passaic, New Jerses 
‘The Home of Artists’ Papers” 
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FACA. TAK 28% 
$ 67.00 - $67.39 — $18 


6779 — *% 
67.99 — 


S*K SPECIAL BOOK OF 
WITHHOLDING TAX 
TABLES FOR ALL PAY- 
ROLL PERIODS 


3.50 i 


F.0.B. Plant, Phila. 


order yours today! 


NOTE: Customers in states of 
New York, New Jersey, Mary- 
land, and city of Philadelphia 
will receive books with state or 
city tax tables included—in con- 
trasting color 


NEW RULING ... Old Age 
Pension (F.I.C.A.) Deductions 
from Wages of Employees 
CHANGED TO 22% Effective 
on and after January 1, 1959 


no ET 
eet 


AX DEDUCTIONS at @ GLANCE 


EXCLUSIVE 
Si WHOLESALE 
VAL ba DISTRIBUTORS 
WY :10) ey Ale 


PRODUCTS 
919 WALNUT STREET - PHILADELPHIA 7, PA. 
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On the 35th anniversary of his association with Eberhard Faber 
Pencil Co., Louis M. Brown, president, was presented a commemora- 
tive plaque by Eberhard Faber IV, great-grandson of the company 
founder. In the center is Mrs. Eberhard L. Faber, vice president. Mr. 
Brown joined the firm as a sales representative in Canada and 
proceeded through most of the executive positions before his elec- 
tion as president six years ago. 


36 


Meet Miss Frown, the light-headed secretary in the new cartoon-type 
film put out by the Wood Office Furniture Institute. The film, 
entitled ‘Dear Boss,” tells a story of office modernization in terms 
of layout, lighting, sound conditioning and, of course, wood office 
furniture. The movie will be available for dealer sales meetings or 
showings to businessmen's groups. 





A newly remodeled and redecorated showroom in Space 1519-A of 
the Chicago Merchandise Mart is occupied by Kem Plastic Playing 
Cards, Inc.; E. Errett Smith, Inc.; and The S. K. Smith Co. The show- 
room is open daily through the year and is operated by Miss Anne 
Kemmel, who has been associated with Kem for many years. 
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Werner G. Salg, president of the Come? Die and Engraving Co., is 
a businessman with both feet off the ground. He has an office that 
allows him to relax and still keep working. His Chicago office 
has an elaborate installation that includes a hidden upper berth for 
“contemplation.” One of many built-in features is an ADM-Rex 
Recorder dictating-transcribing machine. 





Mysteries are simplified in the new Machine Systems Center of 
Uarco, Inc. The center combines severa! elements of data process- 
ing, including design of forms, machine operation and flow of work. 





film, This section of the laboratory contains machines from three data 
obage: processing equipment manufacturers so that businessmen can see 
ice how their system could be set up on various types of equipment. 

$ or 





— 

— 

i“ 

~~ Jack Schulman, left, stationery buyer for Davidson and Leventhal 
a Department Store, New Britain, Conn., confers with Joseph Gleason, 
~~ Kem Plastic Playing Card rep., during the New York Gift Show 
a in August. Kem reported its show orders were running 45 percent 
~— ahead of last year. 

ae 





of Control Systems, Inc., launched its sales campaign for the new 
ng “Plus O-Matic’ adding calculator and for the Plus Diehl line of 
wee rotary calculators at a national sales conference in New York City. 
ne Henry R. Mathieu, president of Control Systems, is shown with his 


hand on one of the machines as other company personnel examine 
the new models. The man in the center is Egbert Angrick, managing 
director of Diehl Calculating Machines of Germany. 


~ 


Frank G. Atkinson, right, president of Joseph Dixon Crucible Co., 
took time out from NSOEA convention activities to participate in a 
43-station radio broadcast. With him is Tony Weitzel, left, Chicago 
Daily News columnist, and Jonathan Winters, noted TV performer. 
They all enjoyed a laugh when Mr. Winters told of the trouble 
he once had autographing a polo ball. 
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NEW PRODUCTS....... 


(Continued from page 16) 


Cane-back Chair 31 


i Two new chairs 
using 






Scandinavian 
Modern design are 
offered by Shelby 
Williams, primarily 
for use in institu- 
tional seating. One 
is a pull-up type 
chair with a cane 
half-back and the 
other is an armchait 
ha style with an up- 
holstered half-back. Both are available in 
a range of seat upholstery materials and 
wood finishes. 


Boltless Steel Shelving 32 


A new line of 
boltless adjustable 
steel shelving by 
the Penco Div. of 
Alan Wood Steel 
Co. employs a two- 
part clip that com- 
bines strength and 
rigidity with fast 
and easy _ installa- 
tion. The shelves can be rearranged on 





one-inch centers. Penco T line boltless 
shelving is available in open and closed 
type and in ledge and counter units in a 
variety of sizes. 

Penco also has announced a new counter- 
high steel cabinet for use in stores and 
offices, and a new line of book case 
shelving for libraries, institutions, schools 
and offices. 


Card Table Cover 33 


A new product 
made of foam rub- 
ber and called the 
Bridgette Card 
Table Cover has 
been introduced by 
Isofoam Corp. The 
covers have a suede- 
finish playing sur- 
face in any one of 
five colors, cush- 
ioned with a thin 
backing of soft, 
non-slip foam rub- 
ber. The cover, 
described as easy 
to store and keep clean, retails for $3.98 
for a 30” by 30” card table. Larger sizes 
are available. A_ self-service dispenser 
to display 36 units is free with a minimum 
order of 12 dozen. The cover has the feel 
of a felt pad, yet won't slip or slide. 








FILING 





Accobind Folders 


Soft folders and loose filing are out-of-date! Accobind folders 
made of genuine pressboard incorporating Acco Fasteners with space- 
saving compressors keep papers safe, tightly bound, easy to file and 
find. The unique Accobind transfer feature enables the bound papers 
to be removed from the folder and placed, ready-indexed, in the 
transfer file. With a new index sheet and Acco Fastener the Accobind 
Folder continues year after year, to give the finest filing-binding 


service. Tell your customers! 


ACCO PRODUCTS 
A DIVISION OF NATSER CORPORATION 
Ogdensburg, New 


In Canada: Acco Canadian Co., 


is so much 


better, 


York 


safer | 


with 


Toronto 
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Self Service Merchandiser 34 


A counter display 
merchandiser for 
the new “Pica. 
Pack” line of poly 
packed filing sup. 
plies has been an- 
nounced by Im. 
perial Methods Co, 
The wire rack js 
free with a starter 
order of file fold. 
ers, guides, index cards and card guides, 
Packaged in dozens, the line has been 
designed for the small quantity buyer. 





Pull-up Chairs 35 


ee 





nave A new collection 

‘ of 10 lightly scaled 
contemporary wal. 
nut occasiona|] 
chairs for of fice 
and institutional 
use has been in- 
troduced by Nei- 
mann, Inc. Both 


low, semi-lounge 
chairs and confer- 
ence-height chairs 


are included in the collection. A wide 
selection of leather, Naugahyde and fabric 
covers is offered. Retail prices begin below 
$100. 


MORE 
PEOPLE 


BUY 


MARKING DEVICES 





LOUIS MELIND COMPANY © 3524 NORTH CLARK STREET © CHICAGO 08 
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NOW! NEW LOW PRICE on 


FLEXO-SPACE Self-Service Island 


ANNOUNCING our 
New low prices on 
FLEXO - SPACE Self - 
Service Islands. Here 
is your opportunity 
to follow the trend 
of thousands of ag- 
gressive merchants 
like yourself and 
modernize your store 
with Self - Service 
fixtures. Do it with 
FLEXO - SPACE at a 
savings of 50% 
over competitive Is- 
lands. FLEXO-SPACE 
gives you Self-Serv- 
ice, Mass Display 
and 300% more 
Selling Space than 
one flat-type counter. Yes, in only 121/2 Sq. Ft. of floor 
area you get 50 Sq. Ft. of selling space. Raise or lower 
the middle shelves every 2” within 15 adjustments. FLEXO- 
SPACE is a complete Island! Your customers shop on 4 
sides from 5 large Self-Service shelves. The time-saving 
and money-making advantages of FLEXO-SPACE have been 
“Tested and Proved” by thousands of retail merchants. 
New amazingly low prices on FLEXO-SPACE at almost 50% 
less than you expect to pay. Without obligation write for 
FREE catalog on FLEXO-SPACE and other Self-Service fix- 
tures. Do it now — Today! 





Mfrs. write for special extra low prices. 


ADD SALES COMPANY 


829 York Street Manitowoc, Wisconsin 
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IN GREAT DEMAND @ THE NEW 
EVER-SAFE PORTABLE INSULATED 


LEDGER FILE 


Posting Machine Carriage 
clears top of Ledger file. 






Model 501 LEF 
No heavy lifting 
© of trays. 


FIRE PROTECTION at point of use —_— 


Convenient Operating Height — Posting trays holding 24% more 
sheets at convenient posting height at all times. 

Roll-Around Portability — Easily rolled along posting machine 
or any other desired location. 

Operating Ease — Drawer has finger-tip operation on 10 roller 
bearing full suspension. Easy to open and close. 

Point of Use Protection — Records never need to leave the file — 
protected from fire at all times. 

SPECIFICATIONS: Inside drawer dimensions: width 1812”; Height 
13%"; Clear filing depth 27” — Outside dimensions: Height on 
pedestal 2842"; Width 2234”; Depth 31”. 


Write for complete information and prices 


Midwestern Manufacturing Corp. 


Indianapolis 4, Indiana 
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9 
Nutt Alacer 


Spirit Process Addresser 















Now with 
“AUTOMATIC DRIVE” 
on moistening roller 

-» (poration 
Easier Oe ght! ett Prints 








NEW PRECISION ADDRESS 
CARD FEED — GREATER CARD 
HOPPER CAPACITY 


assures high speed — trouble free operation 


Designed for FAST, LOW COST addressing of: 
ENVELOPES @ POSTCARDS @ CIRCULARS @ STATEMENTS 





NO PLATES - NO STENCILS - NO GELATIN - NO INK 





Prints from paper address slips prepared 
in a standard typewriter —or written with 
a ball point pen. 


Address card has ample area for keeping 
records. Use it for record information as well 
as address information, if you wish. 


NATIONALLY ADVERTISED * FULLY WARRANTED 


For further information write or call 


MASTER ADDRESSER COMPANY 
6500 MS West Lake Street Minneapolis 26, Minnesota 


America’s leading manufacturer of low cost 
spirit process addressers and duplicotors 
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WITH A HOWARD 
ONE MACHINE 


IMPRINTS 2 TO 6 LINES OF TYPE! 










COMPARE ... and you'll buy a 
HOWARD with these 
exclusive features! 


@ Automatic foil feed saves 
to 50% foil costs — 48 : 
stampings for Ic. Write 

for 

@ H/C heat element heats in details! 

few minutes . . . 50% 

faster than others. 


@ Adjustable heat control 
sets temperature for job. 
Thermometer always vis- 
ible. 


3” area 
with 


@ Imprints any 1” x 
— use dies or cuts 
type in one set up. 


YOU'LL MONOGRAM AND SELL MORE: 


@ Xmas Cards © Book Matches 
@ Lead Pencils @ Paper Napkins 
@ Playing Cards @ Gift Items 


@ Writing Papers 
@ Leather Goods 
@ Fountain Pens 





HOWARD STAMPING MACHINE CO. 


4445 W. Chicago 41, Ill. 





Belmont Ave. 
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Roll File 36 

A new filing system for blueprints, 
charts, drawings and maps has been 
introduced by Stacor Equipment Co, 
Called Staktube Roll File, the unit con. 
sists of a steel casing which holds 36 
file tubes. The square file casing has a 
complete index record of contents on 
the inside of the door and a label holder on the outside. The 
units may be stood on end, or they can be stacked horizontally to 
any height and interlocked. The files come in four different 
lengths, complete with 214" tubes. 





Interchangeable Desk Panels 37 

A new modular concept of of- 
fice furniture is the basis of the 
Steelwood group by Robert John 





Co. The group features wood 
panels in a variety of finishes 
which “‘snap’’ into the steel 
frame. Interchangeable interior 
compartments add further ver- 
satility to the coordinated desk, 
file and credenza units. Seven 


decorator hues are offered and desk tops of high pressure laminate 
are coordinated in walnut, grey or beige. Aluminum can be used 
interchangeably with wood for special effect. Panels, sliding doors 
and screens are available in rib fluted gold-anodized or natural 


color. In addition to seven basic colors, frames come in black or 
white. Specially designed seating in five models completes the 
group. 

64-Color Crayons 38 


eg 





Art Crayon Co. is making initial 
deliveries of a new package of their 
Sargent Wash Off Crayons, containing 
64 crayons of different colors, plus a 
removable crayon sharpener built into 
the box. Suggested retail price is $1. 
Each half dozen is packed in an attrac 
tive counter display unit. The bigger 
package of Wash Off crayons has been 
' specially designed for the gift - market. 
The company says A sa has been planned so as to make 
prompt delivery on large volume holiday orders. The display unit 
announces in bold type, “Don’t worry, Mom, Sargent crayons 
wash off!’ 


Desk Heater 39 


Seaboard Products Corp. has de- 
veloped a new heater for use in the 
well or knee space of a desk to 
provide individual comfort at 
minimum cost. The heater has a fin- 
tube element with nichrome wire 
completely enclosed in ceramic. It 
has three legs for free standing use 
or it can be placed against the back 
shield of a metal desk. The unit is turned on or off by means ot 
a foot-operated switch. 





Calendar Notebook 
A new Cal-A-Noter by Doolittle & Co. is described as “a 
calendar pad that travels.” It provides space for regular day-by- 
day memoranda and for a permanent record of contacts, addresses 
and phone numbers. It is easily portable in briefcase or pocket 
and can be used in the office or on the road. Special arrange- 
ments can be made by dealers for having their own imprints on 
quantity orders, or for having imprints of dealer customers. The 
Cal-A-Noter is bound in vinyl plastic in a variety of colors. 


40 
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Salesman’s Cart 41 


Steel carts to ease the demon- 
stration job of office machine sales- 
men are offered by Gruber Products 
Co. In addition to several new 
Wheelit folding and non-folding 
carts, the company has announced a 
new piece of equipment known as 
the Loadezer for loading and un- 
loading heavy machines in and out 
of station wagons. The Loadezer 
complements the Wheelitcart, pro- 
viding a track on which the plat- 
form holding a machine travels smoothly into position to be 
locked securely to avoid bumps and scratches. 





Letter Opener 42 

Positive opening is said to be as- 
sured by the new feed belt that 
speeds up letter opening action in 
the Premier Auto-Opener made by 
Martin Yale, Inc. The electrically 
operated opener occupies approxi- 
mately the same desk space as a 
letterhead and retails for $99.95, complete with a tray to catch 
both the trim and the opened envelopes. The machine carries a 
one year unconditional guarantee. 





Arty Studio Cards 43 

Art photography is combined with the studio greeting card 
form in a line being marketed by Ink, Inc. The cards employ 
double-entendre salutations and what the company calls “sophis- 
ticated” photographic work in black and white. Cards retail for 
25 cents, wholesale at $1.50 per dozen. Dealers ordering a $12 
display rack will receive four dozen cards free, their retail value 
amounting to the cost of the rack. 


Folding Table 44 


Windsor Metal Products, Inc., 
offers what it calls the largest 
folding table ever put on the market. 
The new Folding Banquet Table is 
made of “Star-Lux Vinyl” with 
aluminum legs, seats 12 persons 
comfortably, and yet folds in seconds 
for easy storage or carrying. 





Office Typewriter 

Alma Office Machine Corp. is 
distributing Everest’s new ‘‘Stand- 
ard 92” office typewriter which 
has five interchangeable carriages 
from 12” to 27". Other features 
include two-tone gray smooth 
finish, automatic paper injection 
and ejection, automatic margins 
and “No-Hold” tabulator. The 
model with the 12” carriage lists 
for $212.50. 





Desk Stapler 46 

A new small and compact Swing- 
line 99 desk stapler which carries 
the same features as bigger staplers 
has been introduced by Swingline, 
Inc. The new model, for home or 
smaller offices, will tack or staple 
and is available in five colors. 
Other features include open channel 
loading of up to 105 staples, chrome plated anvil and all steel 
construction. It retails for $2.75. 
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Versatile 


wee i 
er ‘ened a ae Merchandising 
es pe ltcaita tonite Unit! 


aaniae 14 


FULL-SIZE, FLOOR-TYPE DISPLAY 
OFFERS SELF SELECTION AT A LOW PRICE 


@ Specially designed for your party goods floor merchandising 
needs. Permits ready display of many coordinated ensembles. 
Second, third and fourth shelves are adjustable to various sizes 
and styles of party settings. Available in blonde, mahogany or 
walnut finish. Height 58”, width 60’, depth at base 23”. Priced 
only $115.00 (plus freight) with order of Paper Art merchandise. 
Call or write for salesman to show you complete plan . . . and 
new sales getting samples. 


PAPER ART COMPANY, INC. 
3500 N. Arlington Ave., Indianapolis, Ind. 
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COMPLETELY REVOLUTIONARY 


WE DON’T MEAN JUST “NEW”! 


@ Exclusive _ self-ad- 
justing handle, 


Exclusive Design. 


Not 1. tet? 
QUALITY LOCKS 
electronically weld- 
ed to case. 


@ Double reinforced 
bottom, 


Full 2” expansion. 
Legal size, 15-1/2” 
x 11-1/2”. 


EXPAND-A-LOPE™ >a. 


Low-priced Quality Briefcase with 2" Expanding Gusset 


Forget all previous concepts of briefcase value, appearance, 
wear. Angler's, originators of quality Vinyl briefcases, gives 
you EXPAND-A-LOPE. Low Priced, yet obsoletes any like- 
appearing item selling up to $20. Heavy 45 gauge Buffalo 
grain. 1-piece virgin Vinyl. No “faking” with cardboard. 
No skimping. Electronically welded seams, locks and handle. 
Definitely not cheap, chain store or imported “bargain” mer- 
chandise. 

#73 EXPAND-A-LOPE with smart new all Vinyl, steel 
reinforced handle guaranteed never to pull off. - Exclusive 
feature allows automatic adjustment in use. Handle lies flat 
when used as an under arm case. 

LEGAL SIZE: 15% inch x 11% inch; legal file folder enclosed. 
DEALERS NET: #73, $21.60 dz.; #72 (without handle) $18.00 dz. 
QUANTITY DISCOUNTS: 5% on 6 doz.; 10% on 12 doz. 
COLORS: Seal Brown, Jet Black, Luggage Tan. 

SHIPPING WEIGHT: #72—16 Ibs. per dz. #73—19 Ibs. per dz. 
PACKING: #72 & #73—1 doz. in display box. Asstd. colors. 
Order a Trial Dozen today — See Your Jobber or Write 











ANGLER’S CO. Flushing 58, New York 
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BETTER RESULTS... 

LOWER COST 

with 
BerestTRomM 


ODIN 


OFFICE PRINTING 
PAPER 


Use a mimeo paper? Smooth finish? 
Bond finish? Try Bergstrom’s ODIN. 
You’ll like its bright-white, 





uniform surface . . . its opacity ... 
trouble-free printability. Sized for 
pen and ink. Write today for samples 


and name of nearest distributor. 


Ff DCercstrrRom 
PAPER COMPANY 


NEENAH, WISCONSIN 
FOUNDED 1904 
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kutto: THE HANDIEST 

“CARTON CUTTER MADE 
@ splits Cases and Cuts 
Off Tops Cleaner and 


Quicker! 


® ideal for Making 


Carton Displays 


Con Be Carried in 
Pocket! 


Kutto is the handiest tool ever made for the receiving and shipping 
room. Made of heavy quality steel, it will stand a life-time of hard use. 
Kutto is now — to you for re-sale purposes . . . contact your 
wholesaler or write Postpaid 
Retail Price, 1 "Kuo with blade and 5 extra blades in handle... 

each $1.25 
. “ Dozen or more $10.00 per doz. f.o.b. Chicago. 








@ CUT STRING, 

.. . TWINE OR ROPE 
Snippo is the safest string cutter on the market . . . it has no 
exposed blade and it is impossible to cut one’s self. Sturdily con- 
= of heavy steel and is plated to prevent rusting. Retail oston, 
eac $1 








WHOLESALE PRICES, F.0O.B. CHICAGO 








1 dozen or more, with 5 extra blades, per GOZEM ............cccccceccesceeceeseees $9.00 
2 dozen or more, with 5 extra blades, per dozen 8.50 
3 dozen or more, with 5 extra blades, per dozen 8.00 


Manufacturers of Precision Cutting Tools 
Write for Circulars 


MODERN SPECIALTIES COMPANY 


4301 W. Ogden Ave. Dept. MS. Chicago 23, Ill. 
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DEW PRODUITS 0 wc ceva seeel 


Chart-makin : 


Kits 47 


Labelon Tape Co. has announced 
three new Graph-A-Plan kits, contain. 
ing supplies for basic charting in 
various fields. Now available are an 
Office Layout Kit, a Statistical Kit and 
an Organization & Flow Chart Kit. 





They contain assorted roles of tape, 
plangrids and transparent or opaque 
materials suitable for reproduction 
processes. 

Card Record Desk 48 


New Card Record Desks in 
two sizes have been introduced 
by Yawman and Erbe Mfg. Co., 
with heavy duty, roller suspen- 
sion drawers. There is a seven- 
drawer model which holds up 
to 94,000 cards and a five-drawer 
cabinet. The desk is available 
with cabinets attached to each 
side and drawers of both models 
hold up to five cross-filing trays. 
The linoleum top posting section with rounded corners extends 
a full 10 inches beyond the cabinet front. The back of the post. 
ing section has a recessed shelf for a wastebasket. 





Stencil Roller 49 

A self inking stencil roller is being 
offered under the trade name of Rol- 
Flo by Diagraph-Bradley Industries, 
Inc. The unit eliminates the use of an 
inking pad because the ink supply is 
contained in the squeezable plastic bot- 
tle which serves as a handle. A special 
patented valve action permits con- 
stant ink control to meet the ink flow 
requirement, regardless of surface poros- 
ity. The ink is distributed by a micro-cell rubber roller. The 
same company offers stencils in clear Mylar polyester film, of 
varying thickness, in either machine cut characters or special 
hand cut designs. 





Spirit Duplicators 50 

The Heyer Corp. has an- 
nounced a new line of Mark III 
Conqueror spirit duplicators fea- 
turing four engineering advances. 
A new feed table features strip- 
per fingers which permit only 
one sheet of paper to be fed at a 
time and adjustable feed wheels 
provide even, non-skip feeding. 
Also, the counter mechanism has 
been improved and the feed drive incorporates the use of nylon 
gears for silent operation and longer wear. The lowest priced 
model in the new line is the hand-operated Model 70 for $214.50 
plus tax. 





Postal Scale 51 

The Ramsey “21” parcel post, full 
capacity beam scale has been added 
to its line of Wescosa office special- 
ties by West Coast Sales. The scale 
has notched pound graduations for 
parcel weighing and a_ sensitive 
ounce beam for accurate weighing 
of letters and small parcels under 1 
pound. 
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THE 
A best-seller for its excellent quality 
A 
Top styling, streamlined nose-piece 
dnd beautiful finish—together with the 


interchangeable refill feature which 


means substantial savings to the cus- 





tomer and repeat sales to the dealer 


—make the KOH-I-BALL a must on 


Ball Pon 


RETAIL 29¢ EACH 


every buyer's list. 








(Refills 15¢ Each) 








RETAIL 49¢ EACH (Refills 15¢ Each) 


The popular double-ended KOH-I-BALL, with Red and Blue points at 
opposite ends still only 49¢ each. 


Complete range of refills with color coded tips for quick identification includes (1) Regular 
Writing (2) Fine Ball for Accounting (3) Blue-Black (4) Colors (5) Liquid Lead (6) Reproducing 


The Finest in Writing 


instruments Since 1741 





KOH-I-NOOR PENCIL CO.® BLOOMSBURY, NEW JERSEY | 
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DISTRIBUTORS WANTED 





in New York Boston 
Chicago New Orleans 
Dallas San Francisco 


for Christmas cards 
Everyday cards 
Specialty cards 
Made by Major European Manufacturer 
Please apply in detail to MODERN STATIONER 


AND OFFICE EQUIPMENT DEALER, Box No. 209, 405 
East Superior Street, Duluth 2, Minnesota. 











WANTED 


SALES MANAGER 


Good organizer with well-established nation- 


wide contacts in greeting card trade 


To locate in NYC head office 


Write MODERN STATIONER AND OFFICE EQUIPMENT DEALER, Box 
210, 405 East Superior Street, Duluth 2, Minnesota, 






















New convenience and 
economy with 


Dennison 


KING SIZE 


Flameproof 
Crepe Paper 


25 FOOT LONG FOLD 
RETAILS AT 49¢ 


4 BIG REASONS why this new length 
of Dennison Flameproof Crepe Paper 
is going to be the BIG SELLER: 


1. Tailor made for customers who 
want longer lengths of crepe for deco- 
rations, costumes, crafts. 


2. Packaged for display — in dust- 
free polyethylene bags. 


3. No wrapping needed — package 
has carrying handle. 


4. More profit for you . . . more con- 
venience and economy for your 
customers. 

Dennison KING SIZE Flameproof 
Crepe Paper comes in a full range of 
exciting decorator colors. 


Dennisow 


FRAMINGHAM, MASSACHUSETTS 
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Now, for the first time, dealers may carry a full line of new 
rotary calculators. Control Systems, Inc., distributor of the 
world-famous PLUS line of key-drive machines, now offers the 
ag empire DIEHL line of full keyboard automatic calculators 
to the retail trade. 


WRITE TODAY for full details of the PLUS-DIEHL dealership 
plan. It offers a complete new field for profitable calculator sales. 
$-DIEHL Calculator Divis 


CONTROL SYSTEMS, INC. 


5 Beekman Street New York 38, N. Y. REctor 2-0045 
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“TACK UP'"' MEMOS, SHOPPING LISTS. 








_— oS 
Magnetic Memo 


he family bulletin board 












a 


—_—— 





A novel and practical accessory tor the whole family! 
Enamel finish in red, white, turquoise and yellow. 
Big memo roll holds yards of paper . . . takes 
standard adding machine tape refills. Pencil chained 
in place . . . can’t be lost. Includes three smartly- 
styled lifetime magnets. One ideal size (9” x 13”). 


DeLuxe model, copper finish, $3.95 
@ propucrs 


Division of KETCHAM & McDOUGALL, INC., Box 15, Roseland, N. J 
Send for catalog describing complete Pat line: 


Stamp Keeper ¢ Tape Keeper © ReelRiter « Pin-On Pencil © TelAttach Pencil j 
Key Keeper ¢ Rememo « Phone Pad « Magnetic Pencil 
ees leis a eo —= 
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NEW PRODUCTS ... 0.20 ences om 


Forms Binders 52 


National Blank Book Co. has 
presented a line of binders to 
house bursted or unbursted mul- 
tiple punched forms. The line 
includes black plastic covers with 
flexible nylon posts or press- 
board covers with metal posts, 
both with a new “Clip It” me. 
chanism. Another post bar 
binder with ‘Press-to-Lock” me. 
chanism and black plastic covers 
holds a large amount of material 
in sandwich fashion with no posts protruding above the 
covers. 

National Blank Book also announces a 20/20 Buff ‘'500” 
stenographer's notebook with 80 leaves of green-ruled opaque 
paper, coiled wire binding and a rust and buff cover that shows 
500 commonly misspelled words. 


New File Drawer 53 
A new file drawer designed 
to provide maximum filing visi- 
bility has been introduced by 
Steelcase. Called the ‘“V” File 
Drawer, it utilizes adjustable 
blocks which are manipulated by 
side tabs to form the “V” that 
puts filed material readily at 
hand and in easy view. Even 
after the drawer is closed, the * 
“V" is retained, permitting easy re-filing when the material is 
to be replaced. There is no mechanical “drop front’’ device and 
the company says there is no sacrifice of filing capacity. Any 
desired spacing can be achieved by raising the “V’ blocks to 
vertical positions and sliding them along the special track in 
the drawer bottom. The new file drawer is the same price as the 
regular Steelcase suspension files. 





Industrial Ball Pens 54 


A complete line of ball pens 
has been designated by Scripto 
specifically for industrial users. 
The new pen is refillable but 
non-retractable. It comes in four 
colors with ink to correspond, 
red, green, blue and _ black. 
Another feature is a full size 
visible ink supply cartridge. The 
new pen is available in a dial 
top model. To supplement the industrial line, Scripto also offers 
desk bases for the commercial pen. 

Another Scripto new product is an Invisible Ink Ball Pen 
for youngsters. The 49-cent novelty item comes with two Magic- 
Stick Developers that bring out the message written with 
“invisible ink.” 


Payroll Tax Computer 


A device designed by Calcu-Tax 
Corp. is said to cut in half the time 
required for weekly payroll preparation. 
It shows withholding tax and the new 
21% percent Social Security deductions 
(and, optionally, New York State dis- 
ability) all on one line for wage 
brackets up to $250. There are no pages 
to turn and no calculations to perform. A plastic slide is moved 
to the desired wage bracket line and figures are copied off. 
Replacements are available as tax rates change. The price is 
$6.95. 
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for volume profits... 


in 
CARBON PAPERS 
and TYPEWRITER RIBBONS 


Wtite 


is the RIGHT line 
to feature 


Top profit for you is assured 
because the name WRITE 
guarantees top quality and 
top performance for your 
customers. 
Easy-to-handle WRITE carbon papers 
make more copies, make cleaner carbons, 
and are more economical to use. 
WRITE typewriter ribbons produce clear- 
est, crisp, uniformly sharp letter — and last 
a long time, too. 
Make certain of your repeat sales and cus- 
tomer satisfaction by featuring this sales- 
boosting line. 

“When it’s WRITE it’s RIGHT.” 


Promptest deliveries, always. Send 
for samples and discounts today. 











WRITE 


INCORPORATED 


420 Lexington Ave., New York 17, N. Y. 
Factory: Bridgeport, Conn. 
- - - for more details circle 140 on last page 








IMMEDIATE SHIPMENT 








CARTS 

ie 
DRAWER UNITS 

2 

PARTS BINS 
e 
SHELVING 
ey 
TOTE BOXES 

* 

TOOL STORAGE 
UNITS 

| sd 
You do the billing—we do the rest. We will drop ship in your 
name using your labels if you desire. We can put your decals 
on our products; just send them in with your order. Ours is 
the highest quality equipment available of this type. You 
will be proud to have your name on it as many dealers have 

over the last 17 years. 
WRITE TODAY FOR OUR CATALOG 





BAY PRODUCTS INC. 





1841 WEST CAMBRIA ST., PHILA. 32, PA. 
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‘Don’t let this profit 
walk out of your store! 








SUBDIVISION 
GUIDES 


You, too, can increase your guide busi- 
ness 100% to 200%! Usually all you 
| have to do is ask your customer, (1) — 


SUBDIVISION 
GUIDES 


how many cards or folders they have, 


you will sell 40, 80 or 120 sub-division 
sets instead of the usual 25. Try it! 
You will be gratified with the results. 


(2) — how often these cards or folders Available in self 
| tabs, celluloid tabs, 
are referred to, (3) — and whether 110-1 metal eutene 
normal expansion has been considered? _ pressboard and 
You will be surprised how many times bristol stock; Alt 
| standard sizes. 


Quick service guar- 
anteed on 
orders. 


| GUIDE SYSTEM & SUPPLY COMPANY 


335 CANAL ST. NEW YORK 13, N. Y. 


special 
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WA 


The Perfect Gift 

for All Ages... 
Decorative—Informative— 
Edited to School 
Room standards. You can't 
sell from an empty wagon. 
How is your Cram stock? 


FREE 64 Page Book “Our 
Earth and Outer Space” 






me 





THE GEORGE F. CRAM CO. INC. 


730 E. Washington St, Indianapolis 7, ind 
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DR. CROSS... 


(Continued from page 25) 

of these in your direct mail advertis- 
ing: Free, New, Amazing, Now, How 
to, Easy. These are tried and true 
words that have produced desirable 
reactions. Here is a definite direction 
in which we can apply our creativity. 
Search out new ways to apply these 
words and the results will take care 
of themselves, 

The telephone as a sales promotion 
device has seldom been surpassed. In 
large metropolitan centers, the tele- 
phone is used to much better advantage 
than in the less populous areas. The 
task of finding new ways to use this 
instrument of promotion in the small- 
er cities and towns present a real 
challenge to creativity. 

Show windows are frequently neg- 
lected in stationery stores. How about 
your windows? Is there enough color 
in them or ate they drab and un- 
exciting? When was the last time you 
had something moving in a window 
display ? 





a MAN-SIZE JOB!... 


RKive FILES 


For Legal or 
Letter Size Filing 


Write for prices and complete. infe 
BANKERS BOX CO. Dept 


2607 North 25th Ave. ® Frank ark, Ill 


aul hilelal 
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the GIRL-SIZE FILE that does 


Why not run an office equipment 
fashion show of your own? Furniture 
stores do it all the time. Their purpose 
is to get the customers thinking about 
new ideas in decoration and equip- 
ment. How about trying to get the 
customers to come to your place of 
business for a change? Make the place 
exciting and they will come. This is 
merchandising and this is creativity. 

In the foregoing, I have listed some 
of the places where you may be able 
to get ideas and where they may prove 
to be most effective. 

Now, in order to get going and 
take advantage of the opportunities in 
creative selling, you must set your 
imagination in motion by meeting two 
conditions. First, you must be saturated 
in the background and knowledge of 
your product. Second, you must con- 
centrate on trying to be creative. Con- 
centrate completely for a time and 
exclude all other thoughts and ideas. 
Then it is best to turn your thoughts 
away for a while and return to the 
subject later. The interim period is 


















DELIVERY OUT OF STOCK 
FROM UNLIMITED DESK SELECTIONS 
NO MORE LOST SALES 

ANGRY CUSTOMERS 

HEAVY INVENTORY 
CHestnut 5 — 3375 

OESK tient 

ROMCO DELIVERY IS SO FAST, 

All desks feature ROMCO construction for lasting quality. 


ROMCO EQUIPMENT CO. 
357 MARKET ST. KENILWORTH, N. J. 
N.Y. OFF, 154 NASSAU ST. N.Y. 38, N.Y. BEekman 3-3922 


often very productive of new ideas, 
It serves as a period of germination. 

Creativity can only be achieved 
when the merchant has overcome cer- 
tain natural blocks which most of us 
possess. One of the worst blocks is the 
unawareness that everyone has some 
potential for creative work. Most of 
us approach imaginative work with a 
sense of fear — usually a fear of 
criticism or a fear of being different. 
Here is conformity again, the worst 
enemy of creative sales promotion. 

Other enemies to creativity include 
actual criticism and discouragement. 
The employer who is guilty of dis- 
couraging creativity on the part of his 
employees is probably so deep in the 
rut that he can never hope to achieve 
imaginative thinking himself. 

Success will come to him who can 
apply the simple rules. Concentrate, 
don’t dream. Know your products and 
where the best possibilities lie. Know 
your customer, know him better than 
he knows himself. These are the 
rules that will get results. 





Ee: ei! 


ITS INCREDIBLE 


ae hag 


CHestnut 5-3375 
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for 
Christmas 


« 


and lead, and India Ink. 


No. 825 Jet. Red rubber for pencil erasing and cleaning. 
EACH IN INVITING, CLEAR PLASTIC HOLDER WITH POCKET CLIP. 
Complete with one refill for each texture, in attractive, trans- 


parent plastic desk & carrying case. 


IDEAL, YEAR 'ROUND SELLERS, ORDER NOW! 
WELDON ROBERTS RUBBER CO. 


365 Sixth Avenue, Newark 7, N. J. 
World’s Foremost Eraser Specialists 








THE 







JETS IN SETS 


THE COMPLETE “JET TRIO’’ NO. 800 
“ FOR ALL ERASING! 

No. 827 Jet. Gray rubber for erasing ink and typewriting. 

No. 838 Ball Point Jet. Green rubber for erasing ball point ink 


WANTED TO BUY 


MANUFACTURING COMPANIES with products selling through 
the stationery field. 


GIFT 
IDEAL 


As part of our Company's broad expansion program, we are 
interested in acquiring products now sold in the stationery 
retailing field. Products must be compatible with our present 
national distribution system, but need not be related to our 
APSCO line of pencil sharpeners, staplers, paper punches, etc. 
We will buy, for cash, the products alone or the entire com- 
pany. Companies in all size ranges are invited to inquire. 
APSCO was established in 1907 and is rated AAAI. Please 
investigate through your representative, or write us direct: 


APSCO PRODUCTS INC., DIVISION AAR 


P. O. BOX 840, BEVERLY HILLS, CALIFORNIA 
Branches—Los Angeles, Calif.—Rockford, ill—Toronto, Canada 
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AS I SEE IT 


Sy Donald Frey 


mmm Secretary-treasurer, Wholesale Stationers’ Association 










Can a Retail Stationer Afford to Buy Direct? 


ichard W. Maycock, manager of 

ZCMI Wholesale Distributors in 
Salt Lake City, asked the above ques- 
tion recently about hardware dealers. 
He would agree positively that the 
same comments he made in response 
would apply to retail stationers whom 
his company is serving. Here is how 
his statements would read: 

Yes, a retail stationer can afford to 
buy direct, provided he receives a suf- 
ficient increase in gross margin to off- 
set his increase in inventory invest- 
ment, It is not the percentage of gross 
margin to sales that determines profit- 
ableness — it is the return on the 
amount invested. 

Two retailers can have identical 
sales, identical gross margin, identi- 
cal expenses and identical profit. But 
if one retailer has double the inven- 
tory of the second, then his return on 
his investment is only half that of 
the second. 

If these same two retailers were to 
deposit in a savings account amounts 
identical to their respective inven- 
tories, then surely the first one would 
expect twice as much interest as the 
second. Likewise, if a retailer invests 
twice as much in his business (in in- 
ventory), he should expect twice the 
return. 

Gross margins and profits measur- 
ed only in terms of sales therefore 
an be deceiving. The first retailer 
mentioned would call the bank a 
“cheat” if he received the same 
amount of interest as the second re- 
ailer, after depositing twice as much. 
Yet many retailers are cheating or de- 
ceiving themselves by measuring their 
gfoss margins and profits only in re- 
lation to sales. 

Many retailers believe that an in- 
creased gross margin percentage will 
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offset an increased inventory. And it 
will, if it’s large enough. Let's see 
how much additional gross margin 
is necessary to offset a given increase 
in inventory. Assuming a retailer is 
receiving a 33 1/3 percent gross 
margin on a line which he buys from a 
wholesaler and for which his inventory 
investment is $111, the following 
table shows his return as coritrasted 
with a gross margin of 40 percent 
when buying direct with an inventory 
investment of $200. 


Wholesaler Direct 
$1,000 Sales $1,000 
333 Gross Margin 400 
667 Cost of Stock 600 
111 Average Inventory 200 

6 Turnover 3 


3 Gross Margin Return 2 
per $ invested 

Definitely this retailer needs more 
than a 40 percent gross’ margin to off- 
set the increase in inventory invest- 
ment. He is receiving a return of 
only 75 cents on each of the additional 
$89 invested in inventory. If he de- 
posited this $89 in a savings account, 
he would surely expect the same rate 


of interest as on the original $111, 
not just 1/4 of such rate. 

Further figuring will show that a 
50 percent margin with 3 turns is re- 
quired to give the same gross return 
on investment as 33 1/3 percent gross 
margin with 6 turns. If a retailer can 
get 4 turns when buying direct, a 43 
percent gross margin is required to 
achieve the same return. 

And even though a retailer were 
able to secure a gross margin of 43 
percent, his expenses would be higher 
on an average inventory of $143 than 
they would be on $111. Since the cost 
to a stationer of carrying an inventory 
is approximately 20 percent (in- 
cluding taxes, insurance, interest, oc- 
cupancy and obsolescence), the ex- 
cess inventory of $32 would cost the 
retailer approximately $6.40. 

A retail stationer need no longer 
guess whether or not he can afford 
to buy direct. 

Seldom is the additional discount 
when buying direct sufficient to per- 
mit a margin high enough to cover 
the additional inventory investment 
and the higher expenses. 





looking forward to seeing you. 


London, E. C. 4, England. 





THE BIG FAIR OF 1959 


National Stationery & Book Trades Fair 


ROYAL HORTICULTURAL HALLS 


LONDON 
February 16-20 Inclusive 


This great Trade Fair, organized by the leading British trade journal, 
NATIONAL NEWSAGENT BOOKSELLER STATIONER, is the only one 
for these trades always held in the heart of LONDON. 

A big welcome is cordially extended to overseas buyers and we are 


Illustrated brochures and complimentary tickets from: any British Con- 
sulate office in the United States; British Trade Promotion Centre, 677 Fifth 
Avenue, New York 22, or from the National Newsagent, 149 Fleet Street, 
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STEP 
UP... 


Ruler Sales 
And Profits 


SET 
UP... 


'®SENCO 
RULERS 


AND YARDSTICKS 


DISPLAYS 











| The more they see ‘em the 
more you sell. Set up these 














Three types of Senco Displays avail- 
able. One for School Rulers . . . one 
for Office Rulers and the general pur- 
pose Senco Sell-O-Ramo. Write for 
catalog, prices and deal. Buy from 
your nearby jobber. 


SENECA NOVELTY CO., INC. 
Mfrs. of SENCO Rulers and Yardsticks 


52-54-56 MILLER ST. 
SENECA FALLS 6, N. Y. 
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1959 
Jan. 18-23 — 48th California Gift Show, 


Brack Shops, 
bassador 
Angeles. 


Jan. 25-28 — Washington Gift 
Hotel Willard. 


Feb. 1-12 — Chicago Gift Show, La Salle 
and Palmer House Hotels. 

York Gift Show, 

Trade Show Build- 


Merchandise Mart, 
and Biltmore Hotels, 


Am- 
Los 


Show, 


Feb. 22-27 — New 
Hotel New Yorker, 
ing. 


March 2-4 — WSA School & Art Sup- 


plies, Stationer & Sundries Show, for 
wholesalers, Hotel New Yorker, New 
York. 


March 8-12 — Boston Gift Show, Hotel 
Statler and First Corp. Cadet Armory. 





CLASSIFIED 
ADVERTISEMENTS 


Deadline for classified advertisements 
is the fifteenth of the 2nd month pre- 
ceding the month in which the magazine 
is issued. RATES: 25c a word. Minimum 
Order: $5.00. Names and address are to 
be included in the count. Initials or sets 
of figures are to be counted as one word. 








HELP WANTED 





REPRESENTATIVES to sell a new 
PATENTED line of office machine pads. 
All territory except New England. Other 
PATENTED items, now ready, follow 
within this year. Raymond Packer Com- 
pany, SPRINGFIELD, MASS. 12-58 





Sales Representative wanted for new 
line of Top Quality Cork Bulletin 
Boards. Several 


good territories open. 
Box 212, MODERN STATIONER AND 
OFFICE EQUIPMENT DEALER, 405 East 
Superior Street, Duluth 2, er: 





LINES WANTED 





Large office supply and furniture dealer 
in South-Western Ohio n s school desk 
and furniture line. Box 211, MODERN 
A ge AND OFFICE EQUIPMENT 

EALER, 405 East Superior Street, 
Dulutie 2, Minnesota. 12-58 





FOR SALE 





FREE SAMPLE! Ball pen refills. 
per 100. Blue, Red, Green. Individually 
packaged with 49c price mark. Guaran- 
teed. Special lot of German drafting sets 
to arrive soon. Brass, nickel plated, with 
case. Fourteen piece. Low as $4.85. Write 
Maclean's, Box 564, Houma, La. TF 


$5.85 


48 


March 15-18 — Philadelphia Gift Sho 
Hotel Benjamin Franklin. 


April 17-18 — NSOEA District 5, Frend 
Lick Sheraton Hotel, French Lick, Ind 


April 20-21 — NSOEA District 9, Stat. 
ler-Hilton, Dallas, Texas. 


April 27-28 — NSOEA District 8, Mueh- 
lebach Hotel, Kansas City, Mo. 





May 1-4 — National Office Furniture 
Assn. Convention-Exhibit, Miami Beach, 
Fla. 

May 8-9 — NSOEA District 4, 


Ameri- 






This page 
ucts, trade 
number of 


ADVEI 


101 Acco F 
page ; 





cana Hotel, Miami Beach, Fla. 


May 15-16 — NSOEA District 10, West 
ern Skies Motel, Albuquerque, N. M 


May 17-22 — New York Stationery Show, 
Hotel New Yorker. 


May 18-19 — NSOEA District 14, 
ert Inn, Las Vegas, Nev. 


May 22-23 — NSOEA District 11, Olym- 
pic Hotel, Seattle, Wash. 


May 24-27 — Annual Convention-Ex- 
hibit, The Stationery and Office Equip- 
ment Guild of Canada, Montreal. 


May 25-26 — NSOEA District 12, Yose- 
mite National Park, Calif. 


June 21-24 — National Office Machine 
Dealers Assn., Convention-Exhibit, Neth- 
erland-Hilton Hotel, Cincinnati, Ohio. 


RAIN or 
SHINE... 


prerer EO-U- Cards 


Des- 





PREFER 


Always Something NEW 


Children's Educational Games 29c 











Ed-U-Cards Mfg. Corp. 


13-05 44th Ave., Long Island C 
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ADVERTISED PRODUCTS 


101 Acco Products, Inc. — Filing folders — 
page 38. 


102 Add Sales Co. — Self-service shelves — 
page 39 


103 Anco Wood Specialties, inc. — Easels 
— page 6 


104 Angler's Co. — Expanding briefcase — 
page 41. 


105 Bankers Box Co. — Files — page 46. 


106 Bay Products, inc. — Storage equipment 
— page 45. 


107 Bee Paper Co., Inc. — Drawing papers 
— page 34, 


108 Bergstrom Paper Co. — Office printing 
paper — page 42. 


109 Bulman Corp., The — Store equipment, 
planning service — page 3. 


110 Burroughs Corp. — Typewriter carbon 
— 3rd cover. 


111 C-Thru Ruler Co. — Measuring devices 
— page 40. 


112 Changepoint, Inc. — Pen set — page 
31. 

113 Control Systems, Inc. — Automatic cal- 
culators — page 44. 


114 Craftint Mfg. Co., The — Ball point tube 
display — page 13. 











115 Cram, The George F. Co., Inc. — Globe 
— page 45. 


116 Dazor Mfg. Corp. — Desk lamp — page 
10, 


117 Delbridge Calculating Systems, inc. — 
Tax charts — page 16. 


118 Dennison Mfg. Co. — Crepe paper — 
page 43. 


119 Ed-U-Cards Mfg. Corp. — Games — 
page 48. 


120 Eureka Specialty Printing Co. — Ad- 
dressing labels — page 6. 


121 Globe-Wernicke Co., The — Office furn- 
iture — page 9. 


122 Graff, George B., Co. — Reminders for 
record systems — page 14, 


123 Guide System & Supply Co. — Filing 
Guides — page 45. 

124 Howard Stamping Machine Co. — Im- 
printing machine — page 40 


125 Ketcham & McDougall, inc. — Magnetic 
bulletin boards — page 44. 


126 Koh-l-Noor Pencil Co. — Ball pen — 
page 43. 


127 Lindy Pen Co., Inc. — Writing instru- 
ments — 2nd cover. 


128 Master Addresser Co, — Spirit process 
addresser — page 39. 


129 Melind, Lovis, Co. — Marking devices 
— page 3 








130 Midwestern Mfg. Corp. — Ledger file 
— page 39. 


131 Modern Specialties Co. — Carton, string 
cutters — page 42. 


132 National Stetionery & Book Trades Fair 
— 1959 Fair — page 47. 


133 Noesting Pin Ticket Co., inc. — Clips — 
page 34, 


134 Paper Art Co., Inc. — Party goods dis- 
play — page 41. 


135 Regency Thermographers — Heliograving 
— page 32. 


136 Roberts, Weldon, Rubber Co. — Eraser 
set — page 46. 


137 Seneca Novelty Co., Inc. — Rulers and 
yardsticks displays — page 48. 


138 United Printers & Publishers, Inc. — 


Greeting cards —~ 4th cover. 


139 Warshaw Mfg. Co., Inc., The — File 
folders —- page 15. 


140 Write, Inc. — Carbon papers, ribbons 
— page 45. 


141 Imperial Methods Co. — Filing supplies 
—— page 33. 


142 Remco Equipment Co. — Desks — page 
46, 


143 Stanmor Corp. — Tax tables — page 35. 


144 Wilson Jones Co. — Expense reports — 
page 4. 




































MODERN STATIONER Nome Position 

Tell-Me-More Dept. Business Name 

Please print or Street 

type information City State 
New Products: 1 2 3 4 5 6 7 8 
11 12 13 14 15 16 7 18 19 20 
23 24 25 26 27 28 29 30 31 32 
35 36 37 38 39 40 a 42 43 44 
47 48 ay 50 51 52 53 54 55 
Yours for the Asking: A B ¢ D E F G H i J 
Advertised Products: 101 102 103 104 105 106 
109 110 11 112 113 114 115 116 
119 120 121 122 123 124 125 126 
129 130 131 132 133 134 135 136 
139 140 141 142 143 144 


Note: Inquiries for items listed not serviced after 3 months from date of issue. 













Plastic Slide Rule 
Desk-Drawing Board 
Contemporary Chairs 
Bulletin Boards 

Erasers 

Greeting Card Fixtures 
Balipoint With Eraser 
Scented Valentine 
Record Storage Unit 
New Diazo Paper 
Calculator 

Felt Tip Pen Kit 
Humorous Gift Wrapping 
Crayon Display 
Automated Postal Scale 
New Packaging 
Uluminated Display 
Student Index 


Home Pencil Sharpener 


Self-Sticking File Labels 
Repactored Paper Line 
Four-color Ball Pen 
Microfilm Holders 

Tax Chart 

New Globes 

Gift Pens 

Electric Adders 
Typewriter Table 

Wide Label Moisteners 
Cone-back Chair 
Boltiess Steel Shelving 
Card Table Cover 

Self Service Merchandiser 
Pull-up Chairs 

Roll File 
Interchangeable Desk Panels 
64-Color Crayons 

Desk Heater 

Calendar Notebook 
Salesman's Cart 

Letter Opener 

Arty Studio Cards 








BUSINESS REPLY CARD 


FIRST CLASS PERMIT NO. 665. SEC. 34.9. P.L.GaR.. DULUTH, MINN. 


TELL-ME-MORE DEPT. 





MODERN STATIONER 


405 EAST SUPERIOR STREET 


DULUTH 2, MINNESOTA 





Folding Table 
Office Typewriter 
Desk Stapler 
Chart-making Kits 
Card Record Desk 
Stencil Roller 
Spirit Duplicators 
Postal Scale 

Forms Binders 
New File Drawer 
Industrial Ball Pens 
Payroll Tax Computer 


YOURS FOR THE ASKI 


zonrmrmr-ionans#s > 


Bulletin Boards 

Shelving Bulletin 
Catalog Revised 

Steel Products Catalog 
Envelope Catalog 
labeling Booklet 
Statistical Charting 
Steel Equipment Catalog 
Mailing Folder 

Bell Catalog 














NU-KOTE 
PULLS PROFITS 
UP- 


INVENTORIES 
BO) AN 





The original plastic-base type- 
writer carbon, with a brand 
new kind of cleanliness 
and durability 


When NU-KOTE goes on your shelves, down goes 

your space-wasting, capital-freezing inventory! 

Here’s a one-weight, one-finish typewriter carbon 

whose new printing press principle of making 

impressions is exactly right for any typewriter and 

just about any copy job. 

Also your sales staff can forget about complicated 

weight and finish facts—and merely concentrate 

on this short, sweet selling story: 

e NU-KOTE copies won’t smudge. They stay 
clean, keep typists’ hands clean. 

e NU-KOTE outlasts ordinary carbons 3 to 1. 

e NU-KOTE copies are sharp, clear all the way. 

Yes, a profit-puller plus, as you’l! discover at first 

hand as a NU-KOTE dealer! For details plus a 

free sample of NU-KOTE, send in the coupon 

without delay. 

P.S. Another profit-puller plus: fast selling 

Burroughs adding and cash machines. 
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FREE SAMPLE! GET DEALERSHIP FACTS! 
DEALER SALES DEPARTMENT 
BURROUGHS CORPORATION, DETROIT 32, MICH. 
ia Without delay send me a FREE SAMPLE of new NU-KOTE 
Typewriter Carbon. 
CT Also information on how I can become an M&V NU-KOTE dealer. 
MS-91 
NAME 
FIRM NAME 
FIRM ADDRESS 
CITY ZONE STATE 
- = = for more details circle 110 on page 49 
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UNITED...WE GIVE YOU MORE 


Flowing abundantly the imagination, talents, resources and products of two famous names 
in the greeting card industry Rust Craft and Volland — now UNITED, provide you 
with the newest in marketing concepts. 


THE ADVANTAGES ARE MANY ! Two balanced lines, each complementing the other — 
offer the widest selection for the greatest consumer acceptance — the newest in promotional 


and merchandising ideas — the convenience of one UNITED salesman — the promise of 
new and exciting things for the future. 


Our move is forward . . . let the Rust Craft-Volland salesman MAKE YOURS UNITED! 


RUST CRAFT, A DIVISION OF UNITED, a leader in the greeting card industry for over 
fifty years, has a new identity. The clarion symbol of “the horn and banner” heralds 
the new spirit and tempo of accelerated growth. 


VOLLAND COMPANY, A DIVISION OF UNITED, the modified “hour glass”’ is symbolic 


of the glowing past and the brilliant future of Volland’s position as a major greeting 
card manufacturer. 


Divisions of 


aa, 
RUST CRAFT-VOLLAND GREETING CARDS ( ¥ ) UNITED PRINTERS AND PUBLISHERS, INC. 


Dedham, Mass. — Joliet, Illinois 





MODERN STATIONER 
405 East Superior Street 
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